Next Week 
You Will Find 


in “The Recorder” 


Featuring National Seasonal 
Opening and Display Week 


IN preface to progress we make this 
issue the forerunner of the National 
Seasonal Opening and Display Week, 
conducted by the National Boot and 
Shoe Manufacturers Association at the 
Commodore Hotel, New York—Dec. 6 
to 9. 

The accepted way to build a business 
is to make a good product and to win 
the faith of the merchant by honest, 
consistent and persistent service, adver- 
tising and selling. 

In an effort to diminish price-deals, 
samplings and sub-offers, a group of 
substantial concerns has gathered to- 
gether to start an orderly buying 
season. The RECORDER recommends 
“Spread the orders” so that the normal 
efficiency of production can be hitched 
up with regular merchandising meth- 
ods. Because orders are not spread over 
the season, the opportunity is given for 
sharp-shooters and the like to fill in the 
empty production schedule with a bulk 
order at a sub-cost price. Thus we 
allow sharp-shooter competition to in- 
jure every regularly operated business 
in America. . 

If, on the other hand, orders are 
spread over the year, factories could 
measure their capacity and operate on 
efficient levels instead of rush peaks 
and compromise valleys. 

We present in this issue the picture 
of industry as it must serve if it is to 
profit as a whole. 

Every article of advance sale and 
service has its place in this issue, for 
an early Spring is in the making. 
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CA lelter of information and suggestions for friendly five retailers 


Continuous Advertising 
for Continuous Profits 


Continuous advertising builds consumer acceptance— not a few 
spasmodic ads with big blurbs to the trade about the power of national 


advertising. 
The continuous record of national advertising by Friendly Fives is 
known throughout the shoe industry. 


Only through constant repitition can you hammer your message home 
to build a demand. We have done that and it is being proven everywhere; 
you are cashing in on that consumer demand every day. 
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Put Your Finger on It From the Mail Bag 


Recently an independent organi- Brisadie Vive Meee bare we have = 
zation which gathers sales figures doing all our business on F riendly Fives 
for a group of one hundred de- weave discontinuing “eae 0 shoes as fast 

ssibie and in e future WL ave 
partment stores made a remarkable nothi ing but Friendly 


report. Fives in our store. 
We believe this is a 
step in the right direc- 
In each store of the group of one fick a8 we sell about 25 


hundred department stores a record pairs of Friendly Fives 
is kept of all branded goods asked . 

for, whether the store carries it or 

not. 


In the past year so many customers 
came into these one hundred 
stores and asked for Friendly Five 
Shoes that the association ‘‘was 
forced to recommend stocking 
Friendly Fives.” 


That’s consumer demand! It can’t 
‘be built over night. It takes con- 
tinuous advertising to do it. 





Brief Footnotes 


National advertising is like radio, the 
power is there; the music is there, but 
you must tune in to get them. 


This year Friendly Five is staging one of 
the most comprehensive advertising pro- 
grams ever undertaken in the shoe 
industry; 97,500,000 impressions in ad- 
vertisements in the Saturday Evening 
Post, Collier’s, and the American Legion 
Monthly! 


Not only this national campaign, but 

the widest assortment of local tie-in 
material and identifica- 
tions for the benefit of 
the dealer in his com- 
munity, has been made 
available. 


Jarman is furnishing the most com- 
lete display material in the industry 

fr rom its Merchandising Display De- 

+ partment. 

5 carloads, count ’em, 5 carloads of 

window material are shipped out 

every month to Friendly Five 

dealers. 


Our advertising department has com- 
plete list of post cards, booklets, en- 
closures, newspaper mats. Write for 
new material or new ideas. 


Electrical transcriptions for radio 
promotion. 


Complete rotogravure sales newspaper 
now with nationwide circulation. 
special Chicago Century of Progress 
edition. 


JARMAN SHOE COMPANY — NASHVILLE, TENNESSEE 





When writing advertisers please mention Boot and Shoe Recorder 
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The VOICE of the TRADE 


, oo will bring, 
according to Lou Friedman of 
Beker-Friedman Shoe Co., a sea- 
son of color footwear unpreced- 
ented in the shoe business. 

“With a slight improvement in 
business, we look for one of the 
most colorful spring seasons in 
our experience. With it will come 
a new interpretation of the half 





and half shoe, where the finish of 
material will introduce a new im- 
portance to the suede and kid com- 
bination—with emphasis directed 
to the beige shoe. No one should 
fail to recognize the significance 
of blue, which I feel will have a 
tremendous vogue.” 

* * * 


Armand Schmoll, Jr., 


president of Schmoll Fils Asso- 
ciated, Inc., New York, hide and 
skin dealers, says: “The New 
York Hide Exchange statistical 
report under date of October 15 
states that leather available for 
domestic consumption amounted 
to 8,788,000 equivalent hides in 
the first eight months of 1932, 
compared with 10,140,000 hides 
during a similar period of 1931, 
or a decline of 13.3 per cent. 

“T estimate that during the first 
eight months of this year, domes- 
tic leather consumption amounted 
to approximately 10,000,000 equi- 
valent hides. Inasmuch as current 
production for the same period 
was 8,789,000 equivalent hides, it 


appears that tanners’ inventories 
during the first eight months of 
this year, must have dropped the 
corresponding equivalent of 1,211,- 
000 pieces. This we calculate, is a 
reduction of approximately 30 per 
cent in leather inventories which 
existed since the first of the year. 
“At the present rate of leather 
consumption as compared to po- 
tential visible hide supply and 
probable leather consumption, it is 
logical to assume that within a 
relatively short time the leather 
situation will be in the strongest 
position since 1927.” 
k ok Ox 


U. Leon Guy 
of Hedgcock & Guy, Las Vegas, 


“N. M., makes the suggestion after 


more than forty years of shoe sell- 
ing, that all manufacturers might 
follow a system for marking shoes 
and shoe boxes, as used by the 
J. W. Carter Company of Nash- 


ville, Tenn. He says: 





“Tt simplifies our work in plac- 
ing shoes in boxes after they have 
been shown, when the size and 
stock number and _ identification 
numbers on the box and in the lin- 
ing of the shoe are the same. Here 
is an illustration: The front of 


the box carton shows: Stock No. 
25 Blk Calf Bal Ox Walkaway 
480. The stock number is 25 and 
the size 480—and both appear in 
the lining of the oxfords that be- 
long in the box. 


“Such simplification of marking, 
in plain clear figures, helps store 
service.” vac eece 


Harry Rogers, 
who covers the metropolitan New 
York district, selling Evans’ slip- 
pers, has a keen sense of humor 
and relates the following three out- 
of-the-ordinary big city sights 





which he saw in one day’s shoe: 
travel : 

“An old lady, fully bedecked 
with flounces and frills and furs, 
powdered and painted face, selling 
newspapers on Broadway. 

“A blind man telling a man how 
to go to Brooklyn; what train and 
station to get off at, after the man 
had made a mistake in getting on 
the wrong train. 

“A playground on top of a fif- 
teen-story family hotel in the heart 
of New York City.” 


x Ok x 


c Frederick C. Stout 


of John R. Evans & Company, 
Camden, N. J., tanners, says: 
“We will probably never live to 
see prices as low as they have been. 
When conditions in the world im- 
prove and people who do not have 
shoes can get them, and those who 
have shoes can get better ones, 
the demand for leather raw stock 
throughout the world will not rise 
5 per cent or 10 per cent but may 
rise 100 per cent. This is due to 
the fact that it is a by-product and 
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cannot be expanded at will. It 
makes no difference whether the 
leather is made in this country or 
in each separate country, the fact 
remains if people are going to have 
leather they are going to have 
leather raw stock, whether we have 
international trade or not.” 
* * * 


Ss Hockey 


stars in the professional game at- 
tach real importance to the value 
of strong laces. This is the opin- 
ion of Albert Baxendale, well- 
known executive of the Cordo- 
Hyde Lace Company—which an- 
nually, at this time of the year, is 
called into session by executives 
of at least eight major league clubs 
—and the stock of laces lined up 
for the various players. These 
boys who dash up and down the 
ice in hair-breadth plays, in addi- 
tion to keen minds and stamina, 
must also be protected with the 
strongest laces possible—and that’s 
where Mr. Baxendale fits into the 
picture, with laces for hockey ser- 
vice. * * * 


E. T. weight 


& Company sponsor a four reel 
talking motion picture, now being 
displayed throughout the country. 
The presentation is the last word 
in educational work along this line 
and brings to the front once again 








that Beau Brummel of Boston’s 
retail field, William J. Walsh of 
the Boston Arch Preserver shops, 
who plays a most important role 
in the talking film and most cer- 
tainly proves that the celluloid 
kingdom lost a Clark Gable when 
he entered the shoe field. 

The film vividly portrays the 
necessity for the proper fitting of 
the foot and from that point illus- 
trates the various steps the “Man 
on the Floor” should follow to 
complete the sale. 

ties 


didiGer 


at Lutz, Fla., writes: “The aver- 


Boot AND SHOE RECORDER 


combining THE SHOE RETAILER, Nov. 19, 1932 





-HOw To GET BY tn 


rt ie 


DOWN TO EARTH 


—André Maurois, the French writer and 
economist, who has spent much time in 
this country studying our people and 
their ways, had this to say in one of his 
recent articles: 


“Prosperity slows up people’s 
thinking.”’ 


—And it’s true, every word of it. Good 
times makes people fat-headed as well 
as fat-bodied. We get careless and lazy; 
we take altogether too much for granted. 
Prosperity is like a heavy load which 
slows up our speed and in the end de- 
feats its own purpose. Action and 
reaction. 

—A converse to Mr. Maurois’ thought 
might be expressed thusly: 


“Hard times sharpen men’s wits.” 


—There’s nothing like a good economic 
drubbing to bring man down to his sober 
senses, to put him in good mental and 
physical trim again. 

—And that’s where we are today. 


toon Te 


President. 





age merchant or manufacturer 
never had a customer—that a com- 
petitor could not coax away from 
him—product, price and service 
being about equal. Now I have 
got some quaint ideas about adver- 
tising. I am silly enough to be- 
lieve that a customer in the hand 
is worth a dozen prospects in the 
bush and I believe in establishing 
and maintaining a cordial contact 
with past and present customers. 
Imagine, spending dollars to coax 
a customer to your counter and not 
a dime to bring him back. 
uh. 


May we correct 
a typographical error? The Sam- 
uel Kline shoe store in Hudson, 
New York, has been in complete 
foot service since 1900. We made 
the error of saying 1930. 

The Kline store has served a full 
thirty-two years, which is no small 
slice of life in shoes. 

ae oe 


F. Harold Tolman, 


whose reputation as one of the 
leading horsemen in the East is 


equally as well-known as his abili- 
ty for turning our exceedingly fine 
shoe labels, last week added to his 
prize stables the Irish pony, First 
attempt, which he purchased from 
Capt. Daniel Corry of the Irish 
Free State army team, on its ap- 
pearance at the Boston Horse 
Show. The pony has won more 
than 24 cups and has beaten horses 
close to 17 hands in jumping 
rivalry. x * * 


a Varieties! 
John D. Paine, who has made 
shoes in Marblehead, Mass., for 
half a century, more or less, says 
that “business in making the com- 
mon varieties of shoes is good in 
the old town.” He speaks of chil- 
dren’s turn shoes. “Cacks” is what 
the Marbleheaders call them. 
They’ve made them for genera- 
tions. “Common varieties” is a 
phrase familiar enough. But who 
ever heard it applied to shoes be- 
fore? x * * 


H:: the recent 


vogue of jungle pictures caused a 
run on watersnakes and reptile 
skins in general? The demand 
has never been so great as in re- 
cent weeks and the market has 
been fairly well cleaned. 


CHEESE IT— He 
THE Amey 





National advertising around 
“Nature in the Raw” may possibly 
have produced an interest on the 
part of American women who 
have witnessed the struggle and 
capture of large pythons in mo- 
tion pictures—and created this un- 
usual demand for reptiles—is the 
opinion of one well-known New 
York merchant. 

* * * 


No. 6 is 


average! Women’s shoes average 
No. 6 in size this year, according 
to a leading last maker—who so 
judged from the run of his lasts. 
No. 4 continues the model size. It 
used to be the average size. No 
more is that so. Women’s shoes 
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are fitted longer; or women’s feet 

are larger; it depends a good deal 

upon the way one looks at it. 
e+ 6 


W. J. Sneider 


of Asbury Park, N. J., writes an 
ad with a punch: 

“Our shoes are sold over the fit- 
ting stool, not under the hammer. 
We are merchants, not auctioneers. 
We never take compassion on shoe 
manufacturers ‘who need the 
money.’ We never come to the 
rescue of wholesalers who are suf- 
fering from ‘cancellation.’ We 
simply confine ourselves to pre- 
senting the finest leathers and 
workmanship in quality shoes that 
we can buy and price them ‘Where 
Your Money Will Buy Them.’ ” 


* * * 


NM. Washington 


equipment for the expedition that 
is to spend the Winter on the 


summit of the highest peak 
GOTTA BE GOOD / 


i ee 4 


SSAE 


in New England, is 
bought in Boston stores. 


vey 







being 
The 


members of the expedition are- 


selecting ski boots, of regular con- 
struction, for their main footwear. 
For traveling over ice they will use 
crampions, which they will strap to 
their ski boots. For wear indoors, 
they will use moccasins. Several 
pairs of woolen stockings will be 
worn under the boots, the number 
depending upon the degree of the 
cold. It’s often 40 below on Mt. 
Washington. Four men will make 
up this expedition. What a test 
they will give to footwear. 
* * * 


Scotch is Hot! 
Scotch grain shoes, Scotch plaid 
neckties, Scotch mufflers, Scotch 
clothes—all hot stuff to keep the 
males of the race in warmth and 
style the Winter through. 
x ok * 


Md 
Ew” Taylor 
is getting better and that’s good 


news to friends far and wide. The 
genial and versatile last maker and 
shoe man was taken sick at the 
style show in Boston a year ago 
last July. For months his life 
hung in the balance. Now he’s 
pulling through. He is greeting 
friends, and listening to the voice 
of style again. 

“Tom” McNichol, his partner, 
who has trained him back to health, 
plans to send him South soon and, 
after that, to have him back in the 
style game again. Ed has been a 
feature of style shows for many 
years, indeed, a surprising number 
of years—for one of his first suc- 
cessful pageants was when he 
staged a showing of Napoleon 
boots. Styles have changed fast 
since those days. 


* * * 


D.. Cecil P. Beach, 
chief or the Orthopedic Depart- 
ment of the Ohio College of 
Chiropody says: “If there be any 
merit in this Locke Clinic, it is in 
the use of shoes large enough to 
permit proper function of the 
feet. 

“This, in our opinion, is the an- 
swer to many cures. Next door 
to the clinic is the busiest shoe 
store in America, located in a 
frame building. It is not obliga- 
tory that the patient wear the 
Lockwedge shoe. For those who 
cannot afford it, there is a repair 
shop next door where for a dollar 
bill they will put a wedge in the 
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inner side of the sole of the shoe 
and tack inside a rounded piece of 
leather about two inches in diam- 
eter (called by the natives ‘a 
cookie’) to produce lateral pressure 
against the scaphoid and internal 
cuneiform.” 


* * * 


Conerns B. Hess 
of N. Hess’ Sons, Baltimore, Md., 
sold more shoes through his “Wet- 
Dry” window than any other win- 
dow trim he can remember. At 
least 90 per cent of the demand 
was for Winter-weight or “wet” 
shoes. Here’s the window that 
stopped the passerby. 

He took two large beaver board 
sheets, approximately five feet by 
three feet and painted them white. 
At the top of one, in ballot form, 
was the question “Are you wet?” 
This question was boxed in a space 
containing an “X” mark beside it. 
The message “Are you dry?” was 
identically carried out on the sec- 
ond one. On and below the “wet” 
board he placed typically Winter- 
weight shoes. The store carries 
one group of water-proof shoes 
and had samples of them in large 
pans containing mud and water. 
The shoes were hung on the board 
with staples in front of each heel. 
On the “dry” board he placed 
light-weight, dressy types of shoes. 
On the bottom, on a large strip of 
rubber, were other dry weather 
shoes of the same type. 





Thrilling moment in a Scotchman’s life—Opening the shoe store bids for fitting 
out the family. 
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‘hike collective advertising movement 
supported by merchant cooperation is gaining recog- 
nition throughout the country, with San Diego, Cali- 
fornia, using a full page advertisement, joining other 
cities who have accomplished a definite purpose in de- 
veloping greater interest in shoes through newspaper 
promotions of this kind. 

Headed and enthusiastically promoted by Russell 
Williams, aggressive shoe man of San Diego, with the 
cooperation of other retail shoe merchants of that 
community and the San Diego Sun, a plan that ac- 
cording to Mr. Williams, “undoubtedly had an effect 
in making the women of San Diego more shoe con- 
scious,” was suggested and adopted. 

With no other purpose than to stimulate an appre- 
ciation for quality footwear, the general appeal of the 
copy simply detailed the co-ordination of fashion and 
footwear. Shoes for the occasion were featured with 
editorial treatment exploiting the trends of fashions 
in women’s apparel. 

The introductory paragraph of the message said: 
“Shoes add Individual Touch; Fashion Dictates Now 
Presented. Shoes are adding their individual touch 
of glamour to autumn costumes. They ‘have caught 
the spirit of feminine intrigue that is shown in the 
hats, frocks and coats of the season and are growing 
more decorative in a restrained way.” The message 
continues with complete detail of fashion trends in 
wearing apparel and footwear to match. 

The newest fall patterns were illustrated with com- 
plete description of shoes but none of the seven mer- 
chants participating in the promotion used prices in 
their ads. The development of the idea and plan and 
the results from the effort are more interestingly told 
by Russell Williams who says: 

“Tt was decided by a number of shoe merchants that 
something should be done to emphasize the importance 
of footwear, particularly the relation of apparel and 
footwear, and its style co-ordination. There were 
some of the stores who would not enter into our plan, 
but seven of the most progressive of the retailers en- 
tered into the promotion of the page advertisement. 

“The inception of the idea came up at one of the 
meetings of our local retail shoe organization. Those 
that entered into the plant were charged proportion- 

ately. The full page had cost each merchant partici- 
pating from $25 to $28. The newspaper made a con- 


How Collective Shoe Promotions 


Co-operative Effort of Merchants Proving Helpful 
in Making Consumer Footwear Conscious 
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cession in view of the editorial value of the style story 
as news to its readers. 

“The principal purpose of the collective advertising 
was rather as a news story or fashion feature than an 


advertisement of direct selling. If we could impress 
the women of San Diego that footwear was as im- 
portant to their appearance as was their coat or cos- 
tume, and that style in shoes was as carefully created 
as in other realms of fashion, we felt that we had done 
a great deal in promoting quality footwear. 

“There is no way of checking up either my figures 
or those of other stores regarding the results from 
this idea, but I do think that an ad of this kind un- 
doubtedly must have had the effect in making the wo- 
men of San Diego more shoe conscious. And in reality 
that is all we were striving to do. We simply wanted 


ao 
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Stimulate Interest in Footwear 





id 








Two cities with alert local retail shoe organizations have 
developed collective shoe campaigns, which have con- 
tributed much in stimulating an interest in shoes, both 
from a style and quality viewpoint. How these cam- 
paigns were planned is revealed in this article, which 
can be used as a guide by other groups desiring to con- 
duct similar campaigns. 






























to put before our customers as well as all the ladies 
of San Diego, the fact that shoes were very much in 
the picture and that the merchants sponsoring the ad 
were in position to supply the newest and most au- 
thentic fashions in footwear available. 

“The paper requested me to prepare the editorial 
appearing in the advertisement which I did. You 
will observe from the story that I tried to cover every 
type of material as well as a diversification of pat- 
terns. 

“My reason for not stressing too much any one ma- 
terial, was, that I wanted to help all stores and the 
fact that I may be promoting suedes was no reason 















Full page of footwear publicity introduced by San Diego, Cali- 
fornia, shoe merchants working collectively to stress emphasis 
on importance of style and quality in shoes. No prices are 
shown in the ad. 


for me to detract from the merchant who may have 
bought a greater proportion of brown or black kid. 
So I endeavored to give every retailer’s stock a fair 
break so there could be no criticism by the fellow who 
was carrying more of the staple materials. I think 
that our next season’s ad will be joined in by more of 
the retail merchants.” 

The cooperative spirit manifested by the merchants 
of this city is an indication of more effective and bet- 
ter shoe promotion which should benefit every shoe 
store in San Diego. It is impossible for an ad as well 
prepared as the page introduced by the merchants of 
San Diego not to register on the minds of every wo- 
man in that city. If done by a single store it would 
be of no avail, as it would represent the individual 
opinion and merchandise of one shoe store. To- 
gether it is the collective presentation of all styles and 
materials offering the complete shoe picture. 

The stores that participated in the collective pro- 
motion of the full page ad were Boldrick’s Fine 
Shoes, Ground Gripper Shoe Co., Lewis Shoe Co., 
Marston’s, Russell Williams Shop, Walk Over Shop 
and Wetherby-Kayser. 
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Setting the Stage for 


New Stars in 


Recent Developments in 


Fabrics Which Will Affect 


Why are we showing these photographs 
in this article? Because they represent figures of fash- 
ion for Spring. In a new play with very advanced 
clothes, Marguerite Churchill as the debutante in street 
clothes and Ann Andrews in a formal hostess gown, give 
us a pre-glimpse of what women will look like when the 
new shoes come on the scene. 

Let’s take a good look at the picture on our left. The 
whole character of Miss Churchill’s outfit is typical of 
the general trend in street clothes. It’s a tailored costume 
with a jaunty look and soft, feminine details. In a gather- 


A Typical Tailored Shoe for 
Spring ...in town... 
Because it’s high-cut in 
tune with the new silhou- 
ette, with the side treat- 
ment derived from the 
Monk’s shoe. A beige shoe 
in reptile leather, which 
belongs to the new fashion 
of light accessories. 


ing of stylists the other day, someone called this type of 
outfit “The Girly-Girly, Dressed-Up Swagger.” Slangy, 
but expressive! What does it take in shoes? A semi- 
tailored type. Not too severe. Not too dressy. Leathers 
and details suitable for general daytime wear. Heels and 
lasts suited to walking. 

At the Shoe Styles Conference, if you remember, a 
merger was made between the classifications known as 
“Tailored Town Types” and “Conservative Types for 
General Use.” Where we had two types of street shoes 
last year to consider, this year we have only one. It’s the 
Dressed-Up Swagger shoe that fits this versatile kind of 
Spring costume. 

As you see, both the lady on our left and the one on 


The photographs are of Marguerite Churchill and Ann Andrews in 
“Dinner at Eight,” the new Ferber-Kaufman comedy in which some of 
the smartest and most advanced clothes of the season are worn. 








By RUTH HARRINGTON 


pring Shoes 


Silhouettes, Colors and 
the Future Shoe Fashions 


the right are indorsing the high neckline. The mid-sea- 
son openings have strongly confirmed this fashion. And 
that’s very important to shoe men. High necklines have 
been largely responsible for higher cuts in footwear. 
Their continuance calls for oxfords again, eyelet ties, step- 
in pumps for Spring. In lighter leathers, of course. 
Often cut out or cut down a bit but still decidedly high. 

The normal waistline, as shown in both these costumes, 
is so far the indicated line for Spring. Sometimes a 
lower line is suggested by the cut of the skirt, particularly 
in formal clothes. But Patou’s around-the-hips, Medieval 


A Typical Dress Shoe for 
resort and Spring wear. Be- 
cause it’s a sandal with 
moderate cut-outs, _ illus- 
trating the slogan “More of 
the Slipper and less of the 
Foot.” In white, beige or 
gray with contrasting trim- 
ming for day, in fine suede 
or fabric with silk kid or 
metallic kid for evening. 





waistline has made slow progress and was greatly modi- 
fied in his mid-season showing. The smart shops over 
here are selling low waistlines only for evening and then 
only very seldom. To go with lower waistlines in the 
evening silhouette we are getting a revival of very high 
heels in formal shoes—logically enough. But so far the 
idea has had very little effect on general daytime cos- 
tumes or general daytime footwear. 


Recent Color Developments 


Take another look at Miss Churchill’s costume. You 
note that the little jacket is a light color, the skirt dark. 
This “opposition” of colors has just been very strongly 
high-lighted in the Paris mid-season openings. It is now 
being incorporated into the early Spring lines over here. 
The most typical combinations are: A neutral color like 
gray or beige combined with black, dark brown or navy 
[TURN TO PAGE 48, PLEASE] 
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Winter Sports Wogue Opens 
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——— Enthusiasm for Outdoor Life : 
== Now Extends Into the Win- y 
ae ter Season and Participation y j \ 

in Cold Weather Sports Is ‘ 


Showing Steady Increase 
from Year to Year 
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1. Regulation Ski Boot. Skiing demands 
a special boot, the characteristics being 
very heavy soles; turned out uppers (so 
as to make the boot absolutely water- 
proof); full leather lined; flange heels 
around which the harness is held in place; 
either black or brown waterproof grain 
uppers are used. 2. General Utility Boot. 
Referred to as the “Lake Placid Boot.” 
Made nine inches high, leather lined, 
heavy soles and fairly waterproof. It is 
adaptable to many winter sports uses. 3. 
Automobile Overboot. Almost impossible 
to get cold feet with these completely 
wool lined rubber bottom boots. 
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Winter sports have their 
influence on footwear selling, and a growing influence it 
promises to be. 

Comrades of the past season on the bridle paths, the 
shore, in the camp, on the golf courses and over the snow 
shoe trail—all are to be remembered. Many stores above the 
“frost line” will have timely “gifty” footwear items which 
will answer the need of the outdoor sportsman shopping for 
gifts which specially appeal to the kinsmen of his world. 

There are some five major Winter sports, all of which 
not only require special foot coverings, but have developed 
individual games that in turn demand certain specified shoes. 
All footwear of this nature lends itself to holiday gift pur- 
poses as the Winter sports season is ushered in during the 
Christmas holidays. 

These five major Winter sports are Skating, Skiing, Bob- 
sledding, Snow-shoeing, Tobogganing. 

To illustrate the various divisions of these sports, skating 
has four, all calling for special equipment: Hockey, figure 
skating, speed skating and straight-away or pleasure skating. 

Now there are many people who like to enjoy a short stay 
at some Winter sport center. They do not care to spend 
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a New Profit Field in Footwear 








The Right Shoe Plays a Ma- 
jor Part in Skiing, Skating, 
Tobogganing and Every 
Outdoor Sport in Winter— 
An Important Opportunity 


for Extra Sales and Profits 


v 


‘1. Skating Set. This skate set is for 
figure work. Shoes are always cut from 
8 to 11 inches in height. They are laced 
to the toe, so as to give the foot freedom 
and not subject the wearer to cold feet 
or frostbites. Most models are sheep wool 
lined throughout. 2. Snow Shoe Pac. 
Lined throughout with shearling. It has 
a soft bottom designed especially for 
snow shoe running and therefore not 
practical for general wear. Shoes for this 
purpose are usually bought in the ten inch 
heights for warmth. 
Photo of Fox Stars, 7 


Courtesy Fox Film 
Corporation, 


Ep ||met epee 


a lot of money for special equipment, so they need a good 
all-around shoe that will enable them to enjoy many sports 
with a minimum number of shoes. 


UML 


This problem was put up to 
Fred L. Haehnlen, shoe buyer for Abercrombie & Fitch Co., 
New York, by a number of people who like to go to Lake 
Placid or the mountains for a ten-day or two-weeks’ Winter 
vacation. Solving such problems is his long suit, so he 
worked out a special boot which he designates as his “Lake 
: ” : Five shoes, typical winter sport specialties, are 
Placid Shoe. ; Sad 
Z : : pe illustrated. All are practical gifts to gladden the 
This shoe makes an ideal gift proposition on account of heart of any boy or ght from 6 te 60 whe revels 
its general utility. It is cut higher than the regular ski in the winter out-of-doors. 
shoe, but is practical for skiing, hiking, tobogganing and Pusemene. of lp neteetedheme: the; busing 00 
for bob-sledding. It is not practical for snow-shoeing or Christmas time of many other kindred items. Real 
skating, however. Shoes tor snowshoeing must have a pac sole moccasins and Faust sheepskin slippers 
soft pac sole so as to prevent the sole cutting the snow shoe _with the natural wool inside for men and boys; 
gut, while a skater demands shoes with soft pliable uppers  Ya"i0us Colored kid ankle high slippers lined with 
3 F : lambs wool and a buckskin moccasin lined with 
and a sole to which the skate may be riveted. Skating shoes deer fur appeal to the women and children. 
are invariably sold in sets, which retail in price from $9.00 to 


$35.00. 
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Lett to itself, the present 


business depression would wear itself out in time. A 
serious illness may cure itself if the patient takes no 
remedies but remains for a long time in bed. None 
of us, however, can afford such treatment, either of 
depression or disease. 

Fortunately, there is a clear way out of the present 
_ hard times ; a way which has not failed in any previous 
crisis and which cannot fail us now. It is a way 
which enriches the public, and upon this solid foun- 
dation the prosperity of merchant and manufacturer 
is built. 

We must get together. And we are getting together. 
At last we are showing that same heartening spirit of 
cooperation that we showed in wartime—and the re- 
sult will be the same: Victory soon. 

Let us briefly review the course of the depression 
thus far: 

1. At the start there was shock and disturbance 
among merchants. Strong promotional efforts were 
made to break down “sales resistance.” Assurances 
were given that the depression was only temporary. 

2. When these assurances proved false, prices on 
goods of quality were marked far down in an effort 
to maintain volume. 

3. After the stocks of dependable goods were used 
up, manufacturers were asked to “make merchandise 
to a price,” and quality skidded downhill. This dis- 
appointed customers who thought they were still get- 
ting quality materials at bargain prices. 

4. Today the public demands quality goods that will 
give service. “The demand is real and is waiting to 
be filled by merchants. When it has been filled, in- 
creased demand and increased employment will fol- 





National Quality Movement Started 


By the National Retail Dry Goods Association 


to Stimulate Renewed Appreciation of Value 
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In the train of these two follows prosperity 
for all. 

The falling off in volume and profits has been ex- 
ploited by a horde of merchandising buccaneers. Some 
of them are the ordinary racketeers of retailing. 

Others, unfortunately, have been found in institu- 


low. 


tions of high merit. Many a thoughtless department 
manager, unschooled by experience, has attempted 
panicky promotions and has advertised prices which 
could not fool the most ignorant woman alive. 


* know the story. You know 
the pressure which has been exerted. You know how 
it has caused departure from sound principles, un- 
happy compromises with high standards and serious 
injury to reputations for integrity gained by fair 
dealing through several generations. 

We print these clippings from leading newspapers 

in cities all over the country. They are typical. They 
are enormously destructive to confidence and the re- 
storation of prosperity. The responsible merchant 
can yield no longer. The time has come to stand and 
fight. 
The consumer public, disgusted with goods not 
worth the money they cost, already is fighting. Shall 
we give the public our leadership in this war of self- 
preservation? The old-established, reputable stores 
of America say “Yes.” 


HEADLINES 


“The public is fed up on trash.”"—Abraham & 
Strats, Brooklyn. 
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“Altman has held tenaciously to quality.”—B. Alt- 
man & Co., New York. 

“The great majority of educated Americans always 
wants quality.”—Best & Co., New York. 

“Quality’s reward is warm good will.”—Flint & 
Kent, Buffalo. 

“Tt has been necessary to make quality an issue.”— 
Hahn Department Stores, Inc. 

“Consumer saves on quality goods.”—Himelhoch 
Brothers & Co., Detroit. 

“Lowest price is often not cheapest.”—D. H. 
Holmes Co., New Orleans. 

“Cheapness cannot last as an appeal.”—Joseph 
Horne Co., Pittsburgh. 

“We are thankful we stuck to quality—Geo. Innes 
Dry Goods Co., Wichita. 

“Macy’s installs large research laboratory to prove 
standards of quality.”—R. H. Macy & Co., Inc., New 
York. 

“Consumers today cannot afford poor merchandise.” 
—E. T. Slattery Co., Boston. 

“Worth $37.50, price $37.50.”—Stern Bros., New 
York. 


Back in 1866, a square-jawed 


Secretary of the Treasury wrote to his friend, Horace 
Greeley: 

“The way to resume specie payments is to resume.” 

Every merchant and every manufacturer can say 
today : 

“The way to resume prosperity is to resume.” 

What does this mean? Further price cutting? 
Further reliance on price as a sole sales argument, 
until the consumer is educated to believe that it is 
unwise to buy today, for tomorrow’s prices will be 
lower still? 

It means nothing of the kind. It means reliance 
on quality, not price. It means offering articles of 
good quality at prices which are fair and honest under 
present conditions. 

The consumer’s shopping budget has declined near- 
ly 60 per cent since 1929. She is all the more anxious 
to get her money’s worth. Dubious bargains have no 
appeal. The price-cutting sword is two-edged. 

Does quality mean high price? No. Quality is often 
lacking in the most extravagant merchandise. It is 
often found in the middle price lines. Quality depends 
on design, fitness, materials, workmanship. It is the 
subtle element that reveals shrewdness and good taste. 

Low price breeds many enemies. High quality has 
none. 

Prosperity cannot come without free interchange 
of goods and services. By far the largest factor in 
this interchange is the 40 to 50 billions of dollars 
spent by American consumers for retail merchandise 
in a year. Retail merchants have a duty to provide 


the sort of merchandise the public can best afford to 
buy and that will do most—now—to maintain public 

confidence. 
Behind the merchant stands the manufacturer. It 
is his responsibility to refuse all tenders for shoddy 
[TURN TO PAGE 48, PLEASE] 








SUMMARY OF CAMPAIGN 


. The honorable, old-established retail firms and the 
dependable manufacturers of the United States have 
at last joined together to speed: business recovery. 


. Instead of waiting for the depression to end, we busi- 
ness men are now faced with the necessity of doing 
something to end the depression. 


. The quick, certain and profitable way to do this is to 
trade up quality, and to increase dollar volume and 
average sales check by sale of medium price lines. 


. The American public is fed up with trash, and de- 
mands a square deal for every cent spent at the 
stores. . 


. The N.R.D.G.A. is conducting on behalf of its 3,800 
member stores an intensive and long-continued 
campaign to improve consumer confidence, restore 
quality, and regain fair profits. 


. Every store in the N.R.D.G.A. will be furnished during 
the period of this campaign with attractive adver- 
tising and display material prepared by the most im- 
portant writers and artists. 


. Every store is invited to make use of this material 
through ALL its channels of publicity, so that this 
campaign will reach every man, woman and child in 
— and make them realize that the tide has 
turned. 


. The expenses of this campaign are being borne by a 
group of public-spirited merchants, manufacturers 
and newspaper proprietors who compose the Com- 
mittee of 100. Contributions will be gratefully re- 
ceived from any business man who is in accord with 
this summary. 
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The business trend since the election 
has been both encouraging and hopeful. Sales at re- 
tail have moved steadily forward, partly due to the 
seasonable weather as much as the change in senti- 
ment regarding the results of the election. The 
people have made a choice of a new leader for the 
greatest business on the face of the globe—that of 
governing these United States. The feeling of the 
trade can be summed up in a paragraph by George F. 
Johnson, chairman of the Endicott-Johnson Corpora- 
tion: “I believe that confidence will in no wise be 
weakened. The overwhelming decision is the best 
thing that could have happened. I look for immedi- 
ate and continued improvement.” 

We have changed not only the leadership of gov- 
ernment, but the philosophy of political management. 
There will be a need for study of what is going on in 
the coming “Lame Duck Session” and in the special 
session which President-elect Roosevelt will undoubt- 
edly call immediately after his inauguration. 

When parties change, look for changes in per- 
sonnel of all sorts of jobs connected with the govern- 
ment. When present incumbents are tossed out, a 
horde of amateurs take their place, for the spirit of 
“to the victors belong the spoils” still continues. 

The hope of business is that the new administra- 
tion might do a great job of housecleaning, tossing 
out bureaus and unnecessary duplication of work so 
that the reduction of expense might also bring about 
a reduction of taxation, but that’s really too much 
to expect from the political parties who will never 
learn that there is no real gratitude in governmental 
job-holders, every one of whom thinks that he carried 
the election on his back alone. The bureaucracy of 
mediocrity is carried along by tens and thousands of 
of clerks and governmental employees doing routine 
jobs in a sluggish way. 

President Hoover could do practically nothing to 
change that bureaucratic condition and it is not to be 
expected that the new administration will use the 
broom in cleaning out the dusty jobs of patronage. 


Uncertainty Ceases—Progress Is Possible 


There is this to be said for the inevitable—those who 
in governmental employ were able to build up re- 
serves of cash and goods and health have something 
to live on for a time. The army of unemployed will 
swarm like locusts into the President’s office and the 
office of every Congressman and Senator to bring 
influence so that they can take vacated places. 

We can expect from Washington all manner of 
taxation, for the costs of carrying on will be increased 
—not because of a new administration, but because of 
positive necessities. Some very prominent men in 
the Democratic party will have an opportunity to put 
their theories into practice. Let us not forget that 
Bernard Baruch will, in all probability, play an im- 
portant part in the economic strategy of the next 
four years. Back in the war time, you will remember, 
he developed a plan for standardizing all footwear in 
grades and prices and service. He took as a test in- 
dustry shoes and but for the Armistice we would have 
had the experience of being a “laboratory guinea pig” 
for a great economic experiment. 


Faw time to time, in the past 
fourteen years, he has hammered the same key that in 
times of national emergency business must submit to 
regulation and control. “Just as sure as little shoes 
make toe corns grow” we will see in the next four 
years some attempt made to control production and 
distribution, under the supervision of a Federal 
agency. Not that such an organized plan may not 
lift industry out of its chaotic condition, but just as 
a sort of warning that the shoe trade is not the only 


“ouinea pig” to be used in test and trial of a theory. 
gu pig y 


We have hopes for progress with, or without, the 
aid or interference of government in business. In 
order to continue, business itself must do some job 
of collective cleansing. It is loath to do it, but it 
may be forced to eliminate its waste and increase its 
efficiency by the threat of governmental control. 
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ALL it what you will—distinction, refinement, style, 
class—constantly increasing orders prove that BALL- 
BAND designers have combined in the Moderne Gaiter 
the elements that women demand and for which they are 
willing to pay a profit. 





RED @ BALL 


Subtle curves that enhance the beauty lines of foot and 
ankle—alluring charm of the Satin Finish originated and 
perfected by BALL-BAND—feather lightness—lasts that fit 
smartly at ankle, instep and arch—superior workmanship— 
high quality materials that insure good service—these are 
the things that give the Moderne its outstanding beauty, 
elegance and preference. 


TRADE @ MARK 


Your buying and stock keeping are greatly simplified— 
Moderne Gaiters are made in one finish, two colors (Black 
and Indies Brown), four correctly fitting lasts, full elastic 
construction makes half sizes unnecessary—a minimum 
stock for a maximum business. See the line in our fall 
catalog or write for complete information. 


RED @ BALL 


Mishawaka Rubber & Woolen Mfg. Co. 
280 Water Street Mishawaka, Indiana 


(New England and greater New York dealers should write Dunham Bros. 
Co., Dept. A, Brattleboro, Vermont.) 


BUILT-TO-THE-FOOT - GAITERS - ARCTICS - RUBBERS - BOOTS 
CANVAS SPORT SHOES - LEATHER WORK SHOES - WOOLEN FOOTWEAR 





When writing advertisers please mention Boot and Shoe Recorder 
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Express the 
Festive Spirit 


—_— is the month when retail 
promotion of formal evening apparel and evening 
footwear reaches its logical climax. Events like the 
Horse Show and the opening of the opera season in 
New York are at this time focusing the interest of 
the smart and near smart on ultra evening apparel, 
and while these events affect only the few in a direct 
way, they form a fitting background against which 
merchants can build spectacular promotions, window 
displays and advertising in which evening apparel 
and evening shoes are glorified. 

Moreover every community, however small or how- 
ever distant from the metropolitan centers, has its 
social counterparts of those brilliant events which 
set big city society awhirl. In these days when fash- 
ion publications, popular magazines, movies and radio 
broadcast the newest whims of fashion to the utter- 
most ends of the country almost as soon as they come 


Let Formal Footwear Windows 
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Note the beauty and simplicity of this evening footwear window by Stern Brothers, New York. The figure on the background was 
sketched in colors. The fans and scarfs gave added touches of color. Effective placing of the shoes on the stair-like display platform 
and prism stands enhances the strong appeal of this window. 





Now Is the Time to Feature Evening Slip- 
pers for Women and Men's Formal Shoes 








THIS WEEK’S WINDOW IDEA 
A Window Display of Formal Footwear 


PLAN a window display of evening footwear for late 
November, including the Thanksgiving holiday sea- 
son, when boys and girls are home from school and col- 
lege and social activities are in order. 

Make it a colorful window, with an atmosphere of 
evening gaiety, which can be supplied by the use of 
some evening cloaks or other apparel, draped over 
chairs or display stands, to suggest the use of the shoes 
and impart atmosphere and color. 

Show evening accessories with the shoes. Feature 
hosiery in the correct shades for evening wear. Show 
buckles, ornaments and evening hand bags. Call atten- 
tion in a display card to the store’s service of dyeing 
shoes to match the evening gown. Here is an example 
of an effective evening footwear display card from the 
window of Stern Brothers, New York, reproduction of 
which appears at the beginning of this article: 

“For Evening Gayeties of 1932. LADY SLIPPERS. 
More of the Slipper, Less of the Foot. Exquisite Bro- 
cades, Satin Failles. Dyed to match your gown without 
extra charge. Shoe Salon, Third Floor.” 
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YOU CANNOT BE TOO PARTICULAR 
ABOUT SOLES OF SHOES 


Nearly 100% of the wear of shoes 
comes on the soles. Thus we say you 
cannot be too particular about soles 
of shoes. 


From the early days of civilization to 
the present time the hides of animals 
have been regarded best for foot 
coverings. Nothing has been found 
superior to leather. Nothing has ever 
been found the equal of leather al- 

» though prepared very primitively in 
the early periods to make soles for 
sandals or the great postillion boots. 
Today it is known that leather to be 
solid must first come from cattle that 
are sound. 


KISTLER'BENCH BRAND’ 
SOLE LEATHER 


offers what every dealer in footwear 
wants—an opportunity to effectively 
promote sales. Price will not weigh 
heavily with the customer who knows 
that the shoes offered are bottomed 
with the finest American tannage. In 
its waterproof feature there is an ac- 
celerating sales appeal. Because of its 
flexibility “Bench Brand” sole leather 
is most comfortable to the feet. 


If you confine your choice of shoes 
to those lines featuring KISTLER 
“BENCH BRAND” SOLE LEATHER 
= you will be assured of an unvarying 
commer standard of sole leather quality. 


RAP Nee et Chale Gee tae) ewNipiee == Bench Brand” is uniformly good. 
| Don’t pay the penalty-of poor sole 


LEATHER SOLES ARE BEST FOR DRESS, (menus 
SPORT AND HEAVY-DUTY SHOES 


The outline of this chart 
we cary of leather The 
for KISTLER 
FBENCH BRAND" SOLES 
P " is about 13% of the whole side. 
Write us for the names of shoe manufacturers making shoes that 


carry KISTLER “BENCH BRAND” LEATHER SOLES 


KISTLE LEATHER COMPANY 
| BOSTON:MASS: 


When writing advertisers please mention Boot and Shoe Recorder 
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Promotion of accessories, including handbags, hosiery, buckles, ornaments, etc., affords a possibility for extra volume and profits that 
many stores have overlooked. Strong window displays, like this one by |. Miller, Chicago, play a large part in accessory business, but 
they must be aided and abetted by skillful suggestive selling on the part of the salesforce. 


from the hands of their creators, the population of 
the entire country has attained an extraordinary de- 
gree of homogeneity, not only in manners but in 
modes as well. So it is safe to say that whatever the 
smart society folk of New York and Chicago are 
wearing or wanting in this month of November will 
have at least a limited market in every county seat 
and trading center the nation over. 

November marks the opening of the Winter holi- 
day season and Thanksgiving brings with it a round 
of gaities and social activities. Boys and gitls are 
home from school and college and the brief vacation 
period is filled with parties, dances and festivities. 
All of these things suggest to the mind of the alert 
merchant any number of possible themes for effective 
evening footwear windows, appropriate to the season 
and flavored with enough local color to make them 
doubly interesting. The fact that you are featuring 
evening footwear at a time when other stores of your 
town are concentrating much of their effort behind 
evening apparel and evening shoes gives added force 
to your argument and redoubles the selling appeal of 
your merchandise. 

An evening footwear window offers an opportunity 
for a display that is brilliant and colorful, thereby at- 


tracting more than usual notice. It need not be ex- 
pensive and it requires no extraordinary technical 
skill in the execution. The permanent background 
of the window, with some attractive screens or panels 
in a warm pastel shade, will usually suffice as a set- 
ting. Some evening cloaks draped over chairs or 
display stands will serve to create an effective atmos- 
phere for the shoes, hosiery and accessories. 

Evening accessories, by the way, should form an 
important part of an evening footwear window dis- 
play. Not only do they stimulate sales and suggest 
to the customer extra purchases that lead to extra 
profits for the store, but they heighten the effect of 
the display itself by promoting the idea of the proper 
evening ensemble. Hosiery, in the proper shades for 
evening wear, will naturally occupy an important place 
in every evening footwear window. Buckles and shoe 
ornaments add brilliance to the picture, besides sug- 
gesting the idea of profitable extra purchases to the 
customer. Some evening handbags should be shown, 
particularly if handbags are stressed in the store’s 
merchandising plan. 

These accessories are by no means to be regarded 
merely as window trimming, however. The experi- 

: [TURN TO PAGE 68, PLEASE] 
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Yeas with Fask Neer 


HROUGH depression and prosperity—through the 

frantic endeavors of sporadic competition — Pied 
Piper has firmly held the position of unquestioned leader- 
ship. 
Only such dominance could satisfy—for more than nine 
years—the particular requirements of the Frank Werner 
Company, operators of outstanding, exclusive quality shoe 
shops in San Francisco and Oakland. 


For the years brush aside any considerations other than 
those of sound business. And the lengthy list of - long 
term Pied Piper relationships are built on the ability of this 
organization to lead in style and value—to manufacture 
a more salable product—to serve with tremendous in stock 
facilities—to present constructive selling aid. 


This unparalleled, successful record points the way 
to improved operation of your Children’s Shoe De- 
partment. Write for the new Pied Piper catalog and 
details of the fully protected Exclusive Agency propo- 


sition. 








WORLD'S GREATEST HEALTH SHOES FOR CHILDREN 
 ——— 


NMaiathon Shoe Co; 


WAUSAU, WISCONSIN 
MANUFACTURERS OF JUVENILE FOOTWEAR EXCLUSIVELY 
SINCE 1914 





When writing advertisers please mention Boot and Shoe Recorder 
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The Value of P. 


The Return of ” Fitting ” to Footwear 
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Customer :—“I Want the Man Who Made 
Mrs. Hatrison-Belcher’s Feet Happy.” 


T. Salesmanship 





Is Marked by the Renewed Call Trade 


Leckey the shoe salesman who 
has a P. T. (private trade) background of customers 
who call for him and him alone. He has demon- 
strated that he is more than just a cog in the wheel of 
distribution. He is a semi-professional personality in 
service to a pleased customer. 

A national campaign has been going on for some 
weeks now, entitled: “Share the Work.” As a broad 
general solution of unemployment in factories, mills, 
plants, transportation systems, etc., it has its merits 
as an emergency method. In the shoe store, however, 
it has a lesser place. 

Some industries can divide the work by piece and 
hour, but in the shoe store it isn’t practical for cus- 
tomer and fitter to forget their friendships. A con- 
tinuous attendance of a good shoe fitter who has a 
P. T. trade, is something worthwhile for both him and 
the store. He is virtually in business for himself; in 


partnership with the merchant, and if he is a wise 
shoe fitter, he is contacting his friends outside the 
store and asking them to call for him for service. In 
that way he is safeguarding his own employment and 
increasing the effectiveness of his work in added com- 
missions. 





One store has made “Share the Work” a means of 
cutting the wage. It is an unfortunate way to go 
about it. The trick is to have a mid-day shift of 
four hours so that the clerk comes in at 11:00 o’clock 
and is through at 3:00 o’clock and the recompense is 
low because it is figured on the hour base. This same 
store brings in “learners” who work from 8:00 in the 
morning until 12:00 noon at an even lower rate of 
recompense. That good, solid, substantial selling 
staff of experienced men and women has had to go 
elsewhere because the policy of the store was 
“change.” The new idea in that store is to cover the 
pressure selling hours in the middle of the day and 
hope that the trade will be satisfied. 


The idea of making the 
shoes and the advertising do all.the work, however, 
is not working out. The store has lessened a back- 
ground of customers who came to it for shoes plus. 
service. Price policy has taken the place of standards. 
of good merchandise and good service. 

Now is the time for a store to perfect its organiza- 
[TURN TO PAGE 48, PLEASE] 
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aw EXCEPTIONAL shoe 
on a CUSTOM LAST 


tron the workbench of STACY ADAMS 


Last No. 325 is distinctly in the English man- 
ner, yet skilfully adapted to achieve that su- 
perior standard of fit which is expected in the 
best of American shoes. Note the high rounded 
cone with the lacings coming together well up 
on the instep. This gives the custom effect so 
much sought for in shoes of this grade. It is a 
point which can be secured only by the most 


perfect and careful workmanship. 


Yes, clearly an exceptional shoe. It is one of a 
group of high style numbers which are being 
sold with great success in stores which appeal 
to the most exclusive and high-grade trade. 
These shoes are priced to retail profitably at 
twelve-fifty, and their appeal is to men accus- 
tomed to paying more. Other Stacy-Adams 
shoes retail at prices of tentotwenty-fivedollars. 


Sracy-Apams Company, Brockton, Massachusetts. 


STACY «ADAMS 
Cusrtom Grade Shoes for Men 
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(Liby Ke 


We very much appreciate the fact that the 
Bancroft Walker Company has placed special re- 
liance on Ruby Kid in styling and manufacturing 

_ their famous Foot Delight Shoes. 


Their steadily continuing use of Ruby Kid 
makes us feel that it has proved something of a 
factor in the remarkable success of Foot Delight. 


Ruby Kid is a natural selection for a line of 
shoes which “are known for their fascinating 
smartness ... the blissful ease and buoyant step 
they give ... the kind of shoes that women love 
to wear.” 


JOHN R. EVANS & CO. 


CAMDEN, NEW JERSEY 


BOSTON CINCINNATI 
ST. LOUIS PHILADELPHIA MILWAUKEE 


When writing advertisers please mention Boot and Shoe Recorder 















Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, Nov. 19, 1932 





































































| sTORE NAMES 

CHRISTMAS 

= ge 

[eTelels 

|Z 15[6l718 19100) 

‘(11112113114 [15 116 [17 

116 }19|20|21}22|23|24 
USEFUL | GIFTS | WILL | MAKE | THEM | HAPPY 








A Christmas calendar window background with shelf space for merchandise display. 


A Display with a Selling Urge 


To Help Your Christmas Window Get Attention 


Thirty-four gift suggestions 
attractively displayed on the shelves of this holiday 
calendar, one item to each square. A colorful, strik- 
ing setting to make your Christmas window attention 
compelling. A calendar that emphasizes the rapid 
approval of Christmas, as each passing day is marked 
off. All this in a practical display unit that can be 
inexpensive, made from Compo-board and small strips 
of lumber. 

The lower section is a four-foot strip of Compo- 
board seven feet long, braced in the back to make it 
solid. The shelves are three and one-half inch wide 
strips of three-fourths inch lumber, held in place by 
screws from the back. The small upright dividers 
may be painted in, or made of narrow strips of wood. 





These and the shelf edges are painted red. The num- 
erals, etc., are green, the background itself is white. 

As each day passes, a red cardboard strip is pinned 
in place diagonally across the numeral, thus graphical- 
ly emphasizing the rapid approach of Christmas. The 
upper section is also Compoboard, 2%4 feet high and 
seven feet long. The decoration trees may be cutouts 
or simply flat green paint. The lettering is red. 

This idea can be used in the window throughout 
the month of December previous to Christmas, or 
moved inside if desired. It will save retrimming a 
window, and at the same time afford a very striking 
display of gift merchandise, that will compete favor- 
ably with the elaborate displays in town. And you 
know something striking is needed. 
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Ave ou the Man 





Vy HEN you find yourself in the height of the busy season 
with broken sizes on your hands . . . when you need shoes quickly, it is then 
that we think you will appreciate doing business with us. 


We are small enough to take a personal interest in your business . . . to 
regard you as a friend and not as a mere “outlet.” The result is that you will 
find us ready to take up our belt a notch and buckle in to supply you with 
shoes that you want when you want them. 


Being a small concern we cannot boast about our heavy production. Even 
in peak times our factory never turned out more than 2,000 pairs of women’s 
welts a day. But because we are small we are extremely flexible. In twenty-four 
hours we can introduce a new design. This enables us to follow style trends 
closely and to furnish our dealers with shoes that sell easily on which they can 
build a good business. 


If you are the man who likes to do business with such a company as ours, 
I would like to receive a personal letter from you. 


ROBINSON-BYNON SHOE CO. 


Auburn, New York 






weit 
TRUE STEP 


Shoes for Women 


to Retail at $4 and $5 


True Step Shoes May be had Branded or with Your Private Label 


We Want to do Business With? 
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New Distribution Hook-Up Needed 


Should Relieve Merchant of Part of 
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His Heavy Burden of Management 
By J. O. MOORE 


Daring the past few years, the 
shoe industry has been over-run with self-appointed 
advisers and critics whose theme song has usually 
- been, “To be successful, all an independent merchant 
has to do is to be on his toes and match the efficiency 
of the chains.” 

What the independent retail shoe merchant of this 
country needs from manufacturers and wholesalers 
is more help and less advice. He needs to have the 
wholesalers and manufacturers roll up their sleeves, 
pitch in and help him organize his business so as to 
relieve him of part of this tremendous management 
burden. In his present isolated and unorganized con- 
dition, the independent retail merchant cannot match 
the efficiency of the chains. It doesn’t make any dif- 
ference how hard he may work. And he cannot 
organize his set-up alone. 

Organized and efficient retailing must commence 
with the manufacturer and go all the way through the 
distribution process. This is true, whether it be 
through the independent channel, or through the chain 
channel. And in order for the manufacturers, whole- 
salers and retailers to cooperate properly to do this 
job, we must have a better understanding of the fun- 
damentals involved. Let’s study briefly the various 
functions of distribution and see if out of it all, we 
can find a possible way out. 

As far back as we need to go, we have always had 
three main functions in distribution—manufacturing, 
wholesaling and retailing. Defined very briefly, we 
have: 


Manufacturing—Simple converting of raw mate- 
rial into finished product. ; 

Wholesaling—Measuring consumer demand in 
kind, usually known as styling; in quantity, usually 
known as buying or merchandising; warehousing; 
financing and most important of all, breaking bulk 
of quantities that are economic to manufacture on a 
mass production basis down to quantities that are 
economic to distribute through retail units. 

Retailing—The distribution of merchandise to con- 
sumer in quantities that are economic to consume, 
having added such service as will cause the article to 
produce maximum in satisfaction and durability. 

For quite a long time, the three original functions, 
as pictured by the first chart, served admirably. In 
order to get the full significance of the changes that 
have been brought about in this distribution picture, 
let’s briefly review the history of distribuion. 

Approximately, the first quarter of this century we 
wertt through what has been clearly established as a 
mass production era, or cycle, during which the prin- 
cipal energy, man power and financial strength of 
this country were directed toward the production end 
of business. This era, or cycle, had three distinct 
phases, the latter phase might be termed the “head- 
ache” phase, when we suddenly awakened to the fact 
that an efficient, but over-expanded production ca- 
pacity was being greatly hampered by an inefficient 
distribution system. 

We are generally aware of the fact that three prin- 

[TURN TO PAGE 46, PLEASE] 
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CHICACO JAN.3.10.11. 1923 - GETTING GOING IN 32 MEANS 


N.S.R.A. CONVENTION IN 


= 
| 


! 


see em eee 


“I GOT THE IDEA FOR THIS AD 


CHICAGO LAST 


JANUARY! 


It’s one of the many specific plans and 
ideas that I have here in my brief case that 
I’m taking back from this convention. 
That advertisement was the talk of the 
town— it created a sensation and pulled 
better than any advertisement that my 
store has run in three years. I got the idea 
talking to another shoe merchant whose 
store is 2500 miles away from. mine. 
Couldn’t possibly have met him or ex- 
changed ideas with him unless I had at- 
tended the convention last year. Of course 
—I say this modestly—I improved the 
other fellow’s idea about 100 per cent.” 

Advertising is an important factor in each 
N.S.R.A. Convention. Advertising is such 
close kin to merchandising that the direc- 
tors of each N.S.R.A. Convention arrange 
to provide the visiting shoe merchants 


with not only a review of the best adver- 
tising of the past seasons, but also outline 
constructive and fundamental policies for 
productive advertising for the approach- 
ing seasons. 

Special reduction in railroad rates by securing 
special certificate from railroad agent when 
purchasing transportation. 

For all hotel and display reservations apply to 


NATIONAL SHOE RETAILERS ASSN. 
8 South Michigan Avenue, Chicago, Illinois 


ALL RETAILERS INVITED! 


TWENTY-SECONOD 


ANNUAL 


CONVENTION 


NATIONAL SHOE 
RETAILERS ASSN. 


ALIW3adSO¥d 139 OL INION 
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AO%PRorit 


on the 


INVESTMENT? 


you'll have 


T DID seem like a lot 
of money to make out 
of the shoe business. 
30% is a mighty good 
return on any invest- 

ment. And here was this 
salesman claiming that it 
could be done in the shoe 
business—that in fact it had 
been done by a large group 
of independent retailers, year 
after year over a period of 
five years ending December 


31, 1931! 


This retailer had a pretty 
good business of his own, yet 
these were profit figures he 
had never quite reached, even in his best years, to say 
nothing about a five year average. He wasn’t literally 
from Missouri, but just the same he had to be shown. 


To show him, the salesman cited one individual 
case after another, some of which had earning records 
far better than the quoted average. He showed the 
retailer a sworn statement testifying to the facts— 
invited him to write to any one of several hundred 
retailers to verify the statements being made. 


Finally convinced that here was truth, the retailer 
Adv. 


asked a question. “Tell me,” he said,.“what’s back 
of all of this? What makes it click?” 


“Common sense,” was the answer. “Stop and think. 
You, as an independent retailer, are the only disor- 
ganized unit in distribution. You are playing the 
game lone-hand. The chains are organized. De- 
partment stores are organized. Voluntary chains are 
organized. Through their organization they can hire 
specialists in every phase of retailing. These specialists 
with nothing else to do have the time, the resources, 
the perspective, and the opportunity to study and 
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observe better ways of doing things, to compare and 
experiment, while you must be all things to your 
business—merchandise manager, business manager, 
financier, buyer, seller, advertiser, window trimmer, 
and what not. It isn’t humanly possible for you to 
match a group of specialists in all these phases of 
business.” 


“But what has this to do with the success of those 
independent retailers you’ve been telling me about?” 


“Everything,” said the salesman. “You see Brown 
Shoe Company maintains a department of retailing 


specialists for the benefit of those 
retailers who operate under the 
plan. That department costs the 
retailer nothing. He’s entitled to 
that service in return for his 
volume. With the sort of backing 
to be had from that department, a 
retailer like you can do things no 
chain unit can do. It’s a matter of 
your brains, and the brains of that 
department all focused on this 
store. You couldn’t hire those men, 
and yet you can have their services 
free. As I said, it’s just common 
sense.” 





* *K *k * 


THE Brown Concentration Plan 
has been in operation for many 
years. Each succeeding year finds 
it stronger and more efficient. Re- 
tailers in this group, on the whole, 
have come through the past three 
years in surprisingly good con- 
dition. 


Should the Brown Shoe salesman 
approach you on the subject of 
joining the group, take occasion to 
get the story first hand. He will. 
not mention it until he has good 
reason to believe that the plan 
would fit your business and that 
you would fit the plan. 


In the Brown Shoe salesman you 
will recognize a new type. He is 
trained to know the problems of 
the retail shoe business—can talk 
your language on such subjects as 
stock arrangement, stock control, 
stock analysis, turnover, scientific 
buying, record keeping. He can 
work intelligently with you in solv- 
ing many knotty problems. He can 
be of much help in getting or keep- 

ing your house in order. Whether or not you and he 
get together on the Concentration Plan, we are sure 
you will find your contacts interesting, refreshing and 
profitable. 


Wow Saoe Gow gaan, 


ST. LOUIS 


Manufacturers of the Concentration Line—including Buster Brown 
Tread Straight Shoes for boys and girls and BROWNbilt « 
Tread Straight Shoes for men and women. 
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When You Want to Sell Shoes 
PROFITABLY 


Here's How You Set Your Standards 


A 12 Point Discussion by Amos Parrish 


Sentive to the shoe retailers 
at the N. S. R. A. Styles Conference, Amos Parrish, 
director of Amos Parrish & Co., told them that one 
way to sell shoes profitably was to set up definite 
standards which, by actual test, lead to profitable shoe- 
selling. 

And the test, said Mr. Parrish, is that a good shoe 
merchant who actually does sell shoes profitably, who 
keeps on doing it and who has neither tricks nor 
mystery, but standards and figures that enable him 
to turn in these winning performances consistently. 

The way for the individual alert shoe merchant to 
arrive at these standards is to summarize things from 
his own actual experience. Then compare his perform- 
ance—in detail—with that of profit-winner merchants. 
Last year, it might have been exceedingly difficult— 
usually was difficult—for the shoe dealer to get far 
enough away from his own picture to be able to look 
at it sensibly. With a clear eye. And an understand- 
ing heart. 

But the world is something less crazy, less hectic 
today. Everybody feels it, whether or not he’s con- 
vinced that recovery has set in. Everybody can now 
steady himself long enough to see what’s happening 
to him now. He can tell better .. . if he will study 
the standards of the successful shoe merchant. How 
will he study these? 

First of all, he looks his facts squarely in the eye. 
He neither kids himself nor lets anybody else kid him. 

He knows that, for the average shoe merchant 
today, every $100 worth of shoes that he sells is cost- 
ing two dollars and ninety cents to sell them. Four 
years ago, that same average shoe merchant was at 
least making 80 cents on that $100 volume of shoes. 

He knows that his average fellow shoe seller spends 
as much as $4 to pay for the privilege of selling $100 
worth of children’s shoes. 

He discovers that in order to sell men’s shoes, this 
average merchant digs down for $5.20 every time he 
sells $100 worth. And four years ago, these shoe 
sales yielded him an 80 cent profit. 

That average shoe merchant’s performance, he fig- 


ures, is nothing to imitate for long. Something he’d 
better try and stay well clear of. 

But the alert shoe seller doesn’t keep his eyes glued 
to performances like these when there are pleasanter, 
more encouraging things. He has a clear-eyed cour- 
age. He wants—insists on looking at what the win- 
ners are doing. Some departments, some stores have 
been successful. They'll be worth watching all the 
time. 

Their attack is accurate. Their attack is dramatic. 
They are still in the business of selling shoes . . . not 
waiting for shoes to sell . . .because they know that - 
even the best shoes haven’t the gift of selling them- 
selves today. 


That's Mr. Alert Shoe Merchant's 
point two. And point three is right close upon it. It’s 
based on the fact that the best defense is not a de- 
fense at all, but an attack. A dramatic attack. An 
attack strong enough to get action when a thousand 
other things are begging for readers’ interest, shop- 
pers’ attention, householders’ slim purses. 

And point four for this alert merchant is an old one. 
One that needs to be brushed off frequently. Made 
to shine so that it never can be missed. Having the 
shoes his customers want. And because the shoes 
customers want fit logically and exactly into the total 
fashion picture, that whole picture has to be known, 
too. 

In this connection it’s important—always impor- 
tant—to remember that neither men nor women wear 
just shoes. They wear shoes in relation to the other 
things they have and wear. And the developments in 
those other things—the changes in the field of dress 
fashion are never, never mysterious. Always predict- 
able. Always logical . .. discoverable . . . if the 
shoe retailer will take the trouble to find all of these 
fashion facts . . . accurately . . . positively. 

So the successful shoe merchant remembers, plans, 


[TURN TO PAGE 56, PLEASE] 
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McNEELY COLORS 


COLOR * COLOR 


25 COLOR 66 


INDIES BROWNS FAWN BROWN 


A medium dark brown that will blend 8 8 Effective for all-over shoes in staple or 


with all shades beige, grey, and pastels. corrective types and also very good as 


Brown again has grest value in high ADMIR ALTY BLUE a combining or trimming color. Its 


, : for Spring, 1933 continued demand justifies considera- 
tyle promotions for Spring, 5 ec 
— " McNeely’s interpretation of this popu- — 
lar color blends beautifully with the 
" entire range of colors. Its 1932 popu- 


larity will certainly be surpassed in * 
Spring, 1933. 


a) ee OO EOE <2 


x x 
COLOR 19 sorrEL coLorR28 DAPPER 


Repeats its usual success as a custom ¢ 

ats its usual ; ss as ¢ color 

I A medium brown sometimes called Bourbon. 
that enjoys volume. 


| ALLIED KIDK 
COMPANY 


\\ McNEELY DIVISION \ 
\\519 W. HUNTINGDON sTREET/\ 
PHILADELPHIA \ 
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HH" are only a few of the many large 
retailers whom we are happy to 
include among our list of valuable Poll 
Parrot distributors. It is common knowl- 
edge that stores like these have a high 
regard for quality and value in the mer- 
chandise they sell. They also recognize 
the significance of a reliable, dependable 
source of supply and a worthy brand or 
name to link up with their own. Their mer- 
chandising plans call for speedy turnover 
and volume sales—and Poll Parrot shoes 


are their choice. 


Poll-Parrot Shoes 


“They speak for themselves” 
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Through out the Nation 


arrot Shoes: 


()” company is making over 25% of 


all the children’s shoes produced in 
the nation. The Poll Parrot line in welts, 
turns, stitchdowns, and McKays, meets 
every demand in juvenile footwear. They 
are made to a high standard of all leather 
quality that changes only for the better. 
Sales resistance is met with fine quality at 
a popular price...and they show the mark- ~ 


up you ve got to have—It’s a great line. 


“’POLL-PARROT SHOES 
Are Keeping Good Company” 


LOWENs 
MeMPuiN& BROS, 








ROBERTS ,JOHNSONSRAND 


Branch of international Shoe Co. 


St.Louis,Mo. 
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By HARRY R. TERHUNE 
FIELD EDITOR 


——Help make money for you too 


A Good Window Idea 


Putting shoes on the “eye-line” is a new idea in 
display that is creating a great deal of attention 
for the Atlanta Florsheim store, of which Charles 
Crawley is manager. What is more, it is an idea that 
is materially increasing sales for the local store at 
the same time. 


Showing the “Eye-line” display idea 


Instead of the conventional window display, Mr. 
Crawley is using a built-up display with a platform 
on the “eye-line,” or three and a half feet from the 
floor. On this platform are 18 pairs of shoes, placed 
in various positions, so that they can be viewed closely 
and from all angles. Over each pair of shoes, pasted 
on the glass of the window on the inside, is an arrow, 
and each arrow points out something of note about 
that particular pair of shoes, the writing being on the 
arrow itself. 

In keeping with the brown and two-tone shoes 
being featured, the display is also in two-tone brown, 
with suitable placards, while the keynote of the dis- 
play is “Under Close Inspection, Florsheim Shoes 
Are Always Chosen.” Not only does this display 


stop them, but it is so arranged as to invite close 
inspection, and people almost rub their noses on the 
glass in securing a full view of the shoes put on dis- 
play, according to Mr. Crawley. 

The idea was developed when Mr. Crawley noted 
many people stooping down to get a look at shoes 
placed on the floor of the windows, and it occurred - 
to him that to place the shoes on the “eye-line” would 
be real convenience to many prospective customers 
and at the same time invite a closer inspection and 
comparison. 

Not as many shoes can be shown in this manner, 
it is true. But they can be shown so much better that 
there is simply no comparison in the results obtained. 


* * X 


How to Capture the Young Men 
It is pretty much an agreed fact that the only way 


to get business is to go out and get it. Some busi- 
ness comes in, but that “plus” business, so necessary 
to keep the selling costs down, must in many cases 
be the result of keen planning. 

A little detail in the men’s department of The Pot- 
ter Shoe Co., Cincinnati, which is related by Edward 
C. Orr, illustrates the point perfectly. 

“Last Fall we started on a new plan in our men’s 
department. We decided we wanted to get some new 
business out of our two universities here in Cincin- 
nati and from our high schools. We built up a line 
of shoes to sell at $7.75 (this year will be $6.75), and 
put into them everything we could think of as to style. 
The group consisted of custom toes, in all leathers, 
with wing tips and straight tips, and brogue type 
shoes of every description. We named the line “Pot- 
ter’s Aberdeen.” The response was quite gratifying 
and we are going to follow it up this season at the 
lower price of $6.75. We feel that college and high 
school boys will pay that price, and the boys who imi- 
tate the college men in dress will also pay it.” 
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RALSTON HEALTH SHOE, Stock No. 107, mfg’d by Doyle Shoe Co., Brockton, Mass. 
Hubschman’s Black Tandrite Calf 


Tandrite BLACK 
.-- A Rare Quality Calfskin! 


Tandrite Black is outstanding among all other 
leathers. ..selected from the highest grade skins 
and tanned by a process which represents the 
acme of the tanning world today. 


Unexcelled byany calfskin, anywhere, Tandrite 
Black has high lustre, a fine flat grain, tight 
break, superb finish, and is comfortable, dur- 
able and flexible. 
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Making Satisfied Customers 

“Each customer that enters the store is a unit, a 
separate problem, perhaps one might call her a patient 
—and not just someone coming in to buy another 
pair of shoes.” 

This statement by Milton Marnitz, manager of the 
shoe department at Lane Bryant, Inc., Chicago, gives 
the basic principle upon which he has been building 
up success in this department for the past ten years. 

From the beginning this house has specialized in 
one general field—stout women and also other women 
who have foot troubles or who are for any reason 
hard to fit. 

x FEEL LIKE 


As @ 


For one thing a salesman does not hurry his cus- 
tomer. He is not anxious to get rid of her. He gives 
her all the time she needs and wants—if her feet are 
not in a proper condition to be fitted she is invited to 
visit the Foot Service Department where her feet will 
be examined free and taken care of, sometimes gra- 
tuitously if little treatment is needed. The staff con- 
sists of three registered specialists, a nurse and a 
maid, who take care of over three hundred cases a 
week. 

Further, to be sure that customers are properly 
fitted, a complete stock is carried at all times from 
triple A to double E, and from size 4 to 11. Other 
sizes are never substituted for the correct size, nor 
are makeshifts, such as heel linings, etc., resorted to. 

But correct shoe fitting is not all that is necessary 
for a satisfied customer, Mr. Marnitz thinks. Women 
with large feet or with sensitive or deformed feet 
are not welcome at every shoe store. Many of them 
know this. They are sensitive and buying shoes is an 
ordeal. Here, every effort is made to make them 
feel they are not undesirables but rather quite the 
reverse. 

Besides newspaper and direct mail advertising, con- 
tact is made with the patron by telephone. Customers 
who have not made purchases for six months are 
called up and questioned regarding the comfort and 
wear of their shoes. As Mr. Marnitz points out, 
instead of dodging complaints this house goes after 
them. 

Eighty-five per cent of the business here is in re- 
peat orders. Lasts are rarely changed and a woman 
who finds a shoe that is comfortable may be assured 
of being able to get the same last from season to 
season. Moreover, the endeavor is to sell shoes in 
“sets,” morning, semi-dress and shoes for formal 
wear, all made on the same last. Not only is the 
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customer thus assured of comfort all day but it also 
gives the shoe a better chance to prove its worth if 
the same last is adhered to and the foot not mis- 
treated by wearing improper evening slippers. 

* * * 


Trains Salesmen in Style Values 


Frank Werner Co. is setting a new pace in em- 
ployee training—a series of intensive style educa- 
tional meetings are being held at the 255 Geary Street 
Salon. Beginning in the fall informative talks, pic- 
tures, and models combine to give each salesman a 
thorough knowledge of shoe styles. Models wearing 
various costumes show how a change of shoes and 
hat will change the entire appearance or degree of 
formality of an ensemble. Pictures of the modes 
of 1890, from which present fashions are derived, 
are displayed to contrast with the modern versions 
of the leg-o’-mutton sleeve and the shallow crown hat. 

The employees are told that never have shoes been 
more important than now in their relation to the rest 
of the costume.” The speakers are H. A. Naker, 
merchandise manager, and Miss Nell Burleson, re- 
cently appointed advertising manager. 

ee 


Sell More Spats—Sell More Shoes 

In Hopkins, Minn. (right near Minneapolis) is a 
shoe man who is doing a pretty good job of it—C. R. 
Nelson. Just to show how he develops one item— 
spats—gives one a good inkling of how hard he goes 
after business. He believes he will sell more pairs 
of men’s shoes if he sells more spats. That’s an angle 
few have considered. 








Here is C. R. Nelson himself, “We do expect to 
sell more pairs of men’s shoes this Fall. We are go- 
ing to try anyway—with spats. We think that spats 
will make men shoe-conscious; that shoes will be 
better cared for and discarded earlier in favor of a 
new pair. Every man on the floor will wear spats. 
They are going to be featured in our windows with 
hand-lettered cards, 18 x 8, each mountng a single 
spat. A jumbo cutout spat of cardboard mounted 
similarly on a large card will form the centerpiece of 
this window. 

“We are out after every man that wears dress shoes, 
from high school age up, in this promotion, and we 
have placed orders for dovble the number of pairs of 
spats that we used last year. 

“It remains to be seen how early we can get this 
moving.” 
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How Collective Shoe 
Promotions Stimulate Interest 
[CONTINUED FROM PAGE 15] 


Still another city, York, Pa., an- 
nounces a collective shoe promotion 
with a “Quality Week” aimed at mak- 
ing all the potential shoe buyers in the 
trading area quality conscious. This 
city boasts of one of the most active 
and successful retail shoe organizations 
in the country. 

Under the plans for the scheme, one 
week is to be set aside as “Quality 
Week,” and during that week special 
newspaper advertising appearing under 
the name of the local shoe association 
will be depended upon to carry the 
story to the public. All stores will have 
special window displays featuring qual- 
ity merchandise. The local radio sta- 
tion will be utilized to further supple- 
ment the program of advertising and 
more than 10,000 package inserts will 
be distributed prior to the time of the 
promotion. The inserts are designed 
to urge the giving of useful gifts for 
Christmas, stressing things sold in shoe 
stores. 

The idea of “Quality Week” is an en- 
largement of the plan recently inaug- 
urated by the Fifth Avenue Association 
in the promotion of their quality week. 
The participating stores in the York 
association have always stressed quality 
rather than price and maintain that a 
quality shoe is a bargain at any time. 
The merchants feel that business is on 
the upturn and that now is the time 
to draw back into their stores those 
who through economic circumstances 
have found it necessary in the past to 
purchase shoes for price alone. 

Participating in the York “Quality 
Week” campaign are M. and L. Shoe 
Store, Fair and Square Shoe Store, P. 
Wiest Sons Dept. Store, Bon Ton Dept. 
Store, C. H. Bear & Co. Dept. Store, 
Edward Reineberg Shoe Co., Flinch- 
baugh Brothers, George E. Smith, B. A. 
Shorb Shoe Co., and the G. R. Kinney 
Company. 


Opens Juvenile Bootery 


SAVANNAH, GA.—B. H. Levy, Bro. & 
Co., large specialty department store, 
has opened a Juvenile Bootery in con- 
nection with the regular shoe depart- 
ment. Al Siegel, manager of the shoe 
department, will also have charge of 
the bootery. 

A full line of boys’ and girls’ shoes, 
from the kindergarten through college, 
is carried. 


Moves To Larger Quarters 


AsBuRY PARK, N. J.—The Berkeley 
Shoe Shop, located for seven years at 
562 Cookman Avenue, has moved to 636 
Cookman Avenue, a much larger and 
more beautiful store, with ultra smart 
store and window furnishings. This 
store features women’s shoes at popular 
prices, and is considered one of the out- 
standing shops in Asbury Park. 
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RE-SIZE with 


shoes that sell... 


Order these easy-to-fit shoes today. 
You'll find them fast sellers because 
they are so attractively priced. 


IN STOCK 







Ke FOILILMIES Pump 


The Aristocrat of All Pumps 


Built Seamless with reinforced “Drop Top” no 
Binding, Full Kid lined, Hand Scratched Bottom 
and with the beautiful Pointex Heel, another ex- 


66 9 
HARRIET’ clusive patented Brauer feature. 
No. 3313—Admiralty Rlue Kid. Grey Kid 
A wonderful Regent Pump, built over strict- Lining, 195 Last, 19/8 Heel % mae eas eet a "$3.25 
ly pump lasts and fully graded patterns. No. ae ee Brews Kid, Fawn Kid Lin- 
S ; ee ing, 195 Last, 19/8 Heel.................. 3.25 
ie be = aoe yr aera eeduwe $2.75 No. 2313—Black Satin Kid, Gresette Kid Lin- 
No. 1111—White Satin, White Kid Lin- PR nw Mie Rs eee sevens 8.25 
ing, 195 Last, 19/8 Heel........... 2.75 Suir te, eee 
No. 2111—Black Satin, Grey Kid Lin- No. 1313 White Kid. Pink Kid ‘Lining, i96 
ing, 195 Last, 19/8 Heel............ 2.75 Wi ONE Mec e cicceactenc cco: Scene we 


No. 2311—Black Satin Kid, Grey Kid 
Lining, 195 Last, 19/8 Heel........ 3.00 
No. 2351—Black Satin Kid, Grey Kid 
Lining, 160 Last, 16/8 Heel........ 3.00 
No. 4351—Indies Brown Kid, Fawn 
Kid Lining, 160 Last, 16/8 Heel.... 3.00 
No. 4311—Indies Brown Kid, Fawn 
Kid Lining, 195 Last, 19/8 Heel.... 3.00 
No. 1311—White Kid, White Kid Lin- 
ing, 195 Last, 19/8 Heel........... 3.00 





There is a demand for nice lace oxfords 
right now. 

No. 3335—Admiralty Blue Kid, White 
Kid Piping. White Stitching on 
— Stay. 170 Last, 17/8 Blvd. 

New e335 Black Satin Kid,  ‘Biack 
Sand Snake Lace Stay, Silver Per- 
lustre Piping, 170 Last, 17/8 Blvd. 


“TINY” Heel 


A perfect fitting 4-eyelet Blucher Oxford 
that is saving many sales this season. 

No. 2544—Black Baby Calf, Grey Kid 
Lining, 160 Last, 16/8 Blvd. Heel. ..$3.00 

No. 4344—Indies Brown Kid, Parch- 
ment Kid lining, 160 Last, 16/8 
GN SIO oo 8c cKO sccwtaceneudaves 3.15 


BRAUER BROS. SHOE @, st. Louis, Mo 





“SHE WALKS IN BEAUTY” 

















































; The 
E oot KANGAROO and KID 
LINE 


every requirement 
There is a constant demand for the 


“Straight Last” 
$9.65 






(3 
$ 
to meet 







Style No. 
8503-S 


Genuine Black 
KANGAROO 





















Banker Last 
Torre Sizes 5 to 12 


Complete catalog 
sent on request 


CONNOLLY 


SHOE Co. 
STILLWATER, MINN. 
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ACCOMMODATIONS 


LIVE IN THE NEW SMART CENTER 
OF NEW YORK 


The Hotel Montclair is located 
in the very heart of the fashionable 
Park Avenue area—the world- 
famous residential and shopping 
district of New York's elite. 800 
sunny, outside rooms. Every room 
with bath, shower and radio. 
Adjacent to Grand Central and 
B & O Bus Terminal... only a few 
minutes from Pennsylvania Station. 


NOTHING FINER 
IN HOTEL 


AT THESE RATES 


SINGLE ROOMS 


from $2.50 to $5 per day 
Weekly from $15.00 


DOUBLE ROOMS 


from $3.50 to $6 per day 
Weekly from $21.00 


HOFEL MONTCLAIR 


Oscar W. Richards, Resident Manager 
LEXINGTON AVE., 49th TO 50th STS., NEW YORK CITY 
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. « New Distribution 


[CONTINUED FROM PAGE 34] 


cipal elements combine to create one of these business 
cycles, a need, capital and trained brains. The pro- 
duction end of business found itself in much the same 
position as a large city that has grown year after year, 
adding to its water-works and reservoir facilities, as it 
grew, without replacing and repairing mains, result- 
ing in a badly clogged up distribution system. This 
created a need for a more efficient system for the dis- 
tribution of manufactured products, the existing many 
unit form of distribution was inadequate. 

The second element—capital—was made available 
through being no longer needed for an expanding pro- 
duction program. These two elements combine to 
attract the third element, trained brains, and we have 
the beginning of a new cycle, the mass distribution 
cycle. So, out of this third phase of the mass pro- 
duction cycle, we get the beginning of the chain store 
as a real factor in distribution. While all of this was 
taking place, there was a definite movement toward 
closer coordination between manufacturing and whole- 
saling functions. 

It is to be noted that the spread between manufac- 
turing and wholesaling, that is, the lost motion be- 
tween those functions has been largely eliminated by 
joining of those functions into one organization. The 
majority of strong shoe manufacturers of today 
would come in this class, being manufacturer-whole- 
saler organizations. But the spread between whole- 
saling and retailing continued. With the advent of 
the chain store, we saw another kind of combination 
of functions. In this case, perhaps not quite as close 
coordination between manufacturing and wholesaling, 
but much closer than formerly existed when those 
functions were carried on independently of each other, 
and with a very close hook-up between wholesaling 
and retailing. 

Permit me to pause here to observe that no one 
has yet been able to eliminate so much as a fraction 
of one per cent of these three important functions. 
There have been various changes in the nature of the 
organization performing them, but no one has been 
able to eliminate any one of them, keeping in mind 
the definition as given before. If you, or I, walk into 
an independent merchant’s store and ask the mer- 
chant which one obstacle keeps him from competing 
successfully with the chain store, in nine cases out of 
ten, he would answer instantly that it is buying power, 
“IT cannot match their buying power.” 

An actual study of the meaning of buying power 
discloses that it is relatively unimportant as a factor 
in the success of the chain merchandising organiza- 
tion. The difference in price paid by a large chain 
organization for an article as compared with the price 
an- independent merchant will pay, generally means 
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Hook-Up Needed 


that the chain organization has chosen to do its own 
wholesaling job and insists on a price from the manu- 
facturer that any other wholesaling organization would 
pay. Whether the retail unit of the chain organiza- 
tion receives that article at a lower figure than the in- 
dependent, will depend altogether on who can do the 
wholesaling job most economically, the chain whole- 
sale unit, the independent wholesaler or the whole- 
sale department of the manufacturing organization. 

The answer to that, of course, lies with the indi- 
vidual concern. Some chain organizations can do 
their wholesaling more economically and some cannot. 
Naturally, the actual buying power would represent 
the difference between what it costs the chain to do 
the wholesaling job and what it costs the wholesaler 
to do it. Even in the best chains this saving is usually 
quite small. In some, no saving at all. 

Then, if there is relatively little buying power ad- 
vantage resting with the chains, why have the inde- 
pendent retailers found it so difficult to match the 
chain results under competitive conditions? One of 
the principal reasons is that the chain retail unit car- 
ries relatively little of the management burden which 
I have pictured in connection with the independent 
retailer. The chains, in other words, have injected 
into their hook-up a fourth function in distribution, 
which for want of a better name, we call, Planning, 
Supervision and Control. 

It will be noted that this new function lies between 
wholesaling and retailing. Actually, it represents a 
re-distribution of the management burden, each task 
being assigned according to where it can best be done 
with the least cost and lost motion. 

Specifically, this applies to planning and assembling 
of advertising program; developing and distributing 
accounting procedure and detail ; establishing and con- 
trolling merchandise programs; establishing and 
supervising sales educational programs, and generally, 
the proper analysis and use of research material. Each 
task having the advantage of men of highly special- 
ized training, but the cost of doing the entire 
job is distributed over a large number of units, mak- 
ing it relatively light on each unit, at the same time 
freeing the manager of the local unit from the many 
angled problems of management so that he may de- 
vote 90 to 95 per cent of his time to the prime pur- 
pose of the business—that of moving merchandise 
at a profit to the store and satisfaction to the 
consumer. 

This fourth function is primarily a wholesaler’s 
function, because there must be a centralized organiza- 
tion,'and because it offers opportunity for savings to 
the wholesaler in lowered selling and distribution costs 
to more than pay its way. 








SHOES 
TRADE MARK REG. U.S. PAT. OFF 


IN STOCK A TOE 

No. 900 Chocolate Elk; DOUBLE 
oak sole. 

No. 910 Chocolate geld Kicker Toe, 
Gro-Cord so 


No. 902 = Elk; DOUBLE oak 


This Famous Ghaiites Shoe 
NOW made ony 
by US Made Goodyear Wet 


PLUS Patented Im- 

provements. No ridges; 
no lumps; no wrinkles; no irrita- 
tions; no breaking in. The finest 
of all service shoes. Lower prices. 
Send for catalog. 


CHIPPEWA SHOE MFG. CO. 
Chippewa Falls, Wis. 











e In Choosing Your 
New York Hotel 


REMEMBER THESE 
SPECIAL FEATURES 
of the NEW EDISON 


e Sun - Ray Health Lamps 
© New York’s Newest Hotel 
© Inthe Heart of Times Square 
© Five Minutes to 50 Theatres 


@ 1000 Rooms e 1000 Baths 
e@ 1000 Radios 


e Extra - Large - Sized Rooms 
Many Windows — Large Closets 


e Extremely moderate rates— 


Single from $2.50 day 
Double ” $4.00 ” 


Sample Rooms and Garage 


DISON 


47 ST. JUST WEST OF BWAY 


°eN E W york °® 








New Stars in Spring Shoes 


[CONTINUED FROM PAGE 17] 


blue; A high shade, such as geranium 
red, with the same dark colors: two new 
colors like apricot and rust brown used 
together. This new color opposition 
differs from the usual color contrast in 
that the colors contrasted are more 
nearly equal in area than before. In 
other words, instead of having a cos- 
tume of one color with touches of an- 
other, you have a fifty-fifty or a sixty- 
forty combination. A suit with con- 
trasting jacket or coat. A dress with 
contrasting top or contrasting sleeves. 

What does this mean in shoes? 

It means a new interest, we believe, 
in bi-color shoes for high fashion. Shoes 
with a vamp of one color, quarter of 
another, or other patterns such as 
sandal effects carrying out the new 
sixty-forty idea. But, to repeat, that’s 
high fashion, for women with big shoe 
wardrobes and for the stores that sell 
them. 

A more general result of color opposi- 
tion in clothes is the new impetus it 
gives to light neutral colors for early 
season town shoes. With a costume 
like Miss Churchill’s, either light shoes 
or dark would be possible, to echo either 
the darker or the lighter half of the 
costume, or as a neutral foil to both. 
Picture that suit in string color and 
black, for instance. Either a black shoe 
or a beige shoe could be worn. Or 
imagine it in navy and gray with either 
navy or gray shoes. Or in apricot and 
rust brown with beige or brown shoes. 

For several seasons the dark shoe has 
been considered the only smart foot- 
wear for Spring, worn as an accent 
note with light costumes. This color 
opposition development changes the 
situation. The costume is no longer 
dependent upon accessories for con- 
trast. -The woman customer is offered, 
therefore, a color choice between dark 
and light footwear. Color opposition is 
a fashion argument in favor of beige 
and gray for Easter selling. It’s one of 
the reasons why, we believe, beige and 
gray will cut into the sales of the darker 
colors. 

Beige is being sampled in both popu- 
lar price and high style lines; all-over 





beiges in the former, two and three 
tone beiges in combination in the latter. 
The position of fawn brown is still un- 
certain. It is well launched in correc- 
tive shoes, but it is also going into some 
high style Eastern samples. The people 
who are using fawn brown in these style 
lines feel that it is a good choice for 
the early season, since it is newer and 
Springier than the darker Indies 
browns. 

The position of gray is decidedly 
stronger than it was at the Tanners’ 
Show. From the smartest shoe shops 
in the past few weeks there have been 
many special orders in gray. The ma- 
jority of the tanners of both kid and 
calf have decided to incorporate a gray 
into their lines. In the middle value 
chosen for the color card it is decidedly 
darker than the usual Spring gray. 
Lighter shades are also being sampled 
and for immediate wear a dark gray is 
going into high style tailored shoes. 


Late Spring Selling 


There is, an interest in pale beige as 
a costume color in upper-end resort 
fashion. Pale string color was shown 
in the mid-season French openings. 
Egg-shell woolen dresses in sheer 
weaves will be worn in the South. A 
natural colored linen in a tweed weave 
is featured in Seventh Avenue dress 
collections. Silks for the South are 
being made with egg-shell backgrounds 
as well as with white. 

Not in many years has it been so 
important to follow every move of fash- 
ion. Fabric houses, dress houses are 
proceeding cautiously, watching every 
turn of the market. At the Shoe Styles 
Conference, a resolution was passed 
recommending that the shoe trade 
should do likewise. A check-up meeting 
was suggested for early in the Spring, 
to reconsider the Conference findings 
in the light of later developments. No 
one can accurately prophesy, under to- 
day’s conditions, what will happen 
months from now. But all of us can 
and should watch fashion changes from 
week to week—this year of all years. 








National Quality Movement 


[CONTINUED FROM PAGE 21] 


merchandise, made without reasonable 
profit to sell without reasonable profit. 

Quality is the stuff of which pros- 
perity is built. It costs little more to 
make goods well than to make them 
poorly. That small difference is enough 
to give the consumer satisfaction, and 
to give the merchant and manufacturer 
the additional profit that makes the dif- 
ference between depression and pros- 
perity. 

Will you listen to a man who has 
no axe to grind—Dr. Carl N. Schmalz, 
Assistant Director of the Bureau of 








Business Research, Harvard Univer- 
sity? 

He writes: “An important cause of 
the losses in 1930 and 1931 lies in the 
fact that the average sale has fallen 

. and there seems to have been no 
widespread effort to increase it. Many 
stores seem still to be stressing lower 
and lower prices, cheaper and cheaper 
merchandise. 

“Have stores explored the possibility 
of featuring better qualities of mer- 
chandise? Surely it would be helpful 
to give customers more incentive to buy 
better things. 

Folks are willing to buy, but they 
demand good quality for their money. 
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Value of P. T. Salesmanship 


[CONTINUED FROM PAGE 28] 


tion, with first consideration being 
given to the fitting skill in the shoe 
fitter—reaching a large call trade is an 
asset to the store and the man justifies 
his recompense by his responsibility. 

The importance of service to the cus- 
tomer is changing the entire picture of 
this depression. The public has re- 
turned to an interest in its own useful 
feet and the purpose of the shoe is 
more important than its adornment. 
There are ways and means of reconcil- 
ing both—beauty of footwear and com- 
fort of fitting—in all shoes for a pur- 
pose. 

Because of the lower prices in chil- 
dren’s shoes, we are seeing a situation 
developing where juvenile shoe fitting 
is becoming more careless and more 
slip-shod and in that connection, it is 
interesting to read what R. J. Phillips, 
manager of the Economy Shoe Store 
in Jacksonville, Fla., has to say: 

“When the shoe merchant will quit 
ballyhooing around and go back to 
quality and service, times will get bet- 
ter. When they pass a law that a 
person will have to stand a rigid test 
to fit shoes, all mankind will cheer. 
Nobody should be permitted to fit shoes 
without at least three months of shoe 
school training. Then we will have less 
foot aches and pains, bunions and de- 
formed feet. 

They make you take a civil service 
examination to be a policeman or mail- 
carrier and nearly every state has a 
test law on oculists, chiropodists and 
even barbers. A test is necessary for a 
taxicab driver and yet some and most 
shoe stores employ clerks to wait on 
customers in a semi-professional busi- 
ness and the clerk doesn’t know the dif- 
ference between a Welt and a McKay; 
how many bones are in the foot and 
what they do; the difference between 
an active arch or a weak foot. In 
fact, little as to the type of shoe best 
for the customer to wear. 

“If a customer wears a 7AA and it 
isn’t in stock they try a 5%4D and think 
they have been doing a job. 

“My keenest interest is in the chil- 
dren’s shoe business and I take my 
dying oath that I have never seen such 
poor juvenile fitting in all my life. It 
is a crime the way the poor little feet 
are misfitted. 

“For any clerk to stay: ‘Take it 
home. Try it on. If it hurts bring it 
back’ or ‘when you break it in it will be 
all right’ and a lot of similar bright 
answers—well, draw your own conclu- 
sions. 

“You remember the story of Sam, 
who was working.in a shoe store and 
the customer asked for a size 4. He 
kept right on measuring her foot. She 
repeated: ‘I said size 4.’ Sam replied: 
‘Madam, I know it; but we have a size 
4 for a size four, five and six and a size 4 
for a seven foot. What I want to find 
out is just which size 4 you wanted.’ 
In other words, big on the inside and 
small on the outside.” 
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SHOE MANUFACTURERS 
EVERYWHERE WHO APPRECIATE 
AN OUTSTANDING QUALITY 
AND STYLE FEATURE HAVE 
ADOPTED THE 


UNITED CUSHION HEEL 


WORTH ITS PRICE 


ITS PERFORMANCE ON FINE SHOES 


IN COMFORT AND EVERYWHERE 
WEAR IS AS FINE 


AS ITS APPEARANCE 








Gisiven 
HEEL 


MAKES ANY GOOD SHOE BETTER 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 





When writing advertisers please mention Boot and Shoe Recorder 
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For BIGGER BUSINESS on 
a Smaller Shoe Stock 
and GREATER PROFIT 

on Turn-Over 





With this arch Fitter Dr. Scholl’s Cor- 
rective Foot Appliances may be ad- 
justed in a moment for an exact fit or 
to increase the elevation as the condi- 
tion of the foot improves. Repeating 
this service over a course of several 
weeks firmly cements the customer to 
your store. 





Dr. Scholl’s Method 


IF Bey 


Easing a fallen arch and halting its fur- 
ther drop with a Dr. Scholl appliance. 


Raising the appliancea trifleafter a few 
weeks as condition of foot improves. 


Raising the appliance still higher as 
condition of foot further improves. 


oF Ne 


Arch fully restored to its normal con- 
tour on fourth adjustment of appliance. 











Dr. Scholl’s Foot 
Eazer eases the 
foot —does away 
with the burning, 
the tenderness and 
quick tiring that 
assails the weak 
foot. 


Dr Scholls 


Corrective Foot Appliances 


make the customers’ feet feel so good in your shoes that there 
is little fear of other stores getting their trade away from you. 


Weak feet (and most people have them) cannot be perma- 
nently relieved until corrective measures are taken. 

There is no such thing as a corrective shoe. 

Dr. Scholl’s Corrective Foot Appliances are corrective because 
they are instantly adjustable to the exact requirements of the 
individual foot, affording just the right elevation in just the 
right place. 

Your salespeople can quickly learn the Dr. Scholl method of 
accurately fitting these appliances. 

Cut down your stock investment in arch support shoes and 
increase volume and turnover by the Dr. Scholl method. 
Your profits will increase. 

Use salesmanship—watch every customer for foot trouble and 
suggest the proper Dr. Scholl remedy. There are 40 different 
appliances and remedies for all foot conditions. 


Write us for data that will help you decide on a policy. 


THE SCHOLL MFG. CO., Inc. 


Largest Makers of Foot Appliances in the World 


213 W. Schiller Street, Chicago 
62 W. 14th St., New York 112 Adelaide St., East, Toronto 
190 St. John St., London, E. C. 1. Rireeery 
Branches in all the leading cities of the world 





When writing advertisers please mention Boot and Shoe Recorder 
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NATIONAL NEWS 





» HOW’S BUSINESS 4 
Rubber Imports Up 700 Per Cent 


WASHINGTON, D. C.—Rubber manu- 
facturers, seeking higher tariff protec- 
tion against imports of rubber boots 
and shoes, cite an increase of 700 per 
cent in imports of these products dur- 
ing the first half of 1932 over the full 
year 1931. Imports of rubber footwear 
equaled 11 per cent of domestic produc- 
tion during the first half of 1982, 
against 1.65 per cent during 1931. 

With about 90 per cent of rubber foot- 
wear imports coming from Japan and 
Czechoslovakia, domestic manufacturers 
complain that these products are of- 
fered here at prices materially lower 
than the factory cost of production 
alone in United States plants. It is 
contended that low labor costs are the 
principal cause of the low prices on 
imports, particularly in Japan, where 
depreciation in the yen has reduced 
labor rates to an equivalent of 23 cents 
a day female and 46 cents a day male, 
against comparative daily rate of $2.85 
for female workers and $4.60 for male 
workers in the United States. 


Chain Store Shoe Sales 


WASHINGTON, D. C.—Sales of shoes 
and other footwear constituted 1.17 per 
cent of the total sales of 148 variety 
store chains in the United States in 
1930, 9.80 per cent of the total sales 
of the three largest department store 
chains and 5.49 per cent of the total 
sales of all other department store 
chains, according to the census of dis- 
tribution of the U. S. Census Bureau. 

Further breaking down the sales of 
footwear and shoes in the department 
store chains, the bureau found 3.23 per 
cent of the total sales of these products 
were of men’s footwear, 1.03 per cent 
boys and youths, 2.48 per cent women’s, 
and 3.06 per cent misses and children’s. 

The bureau found the 148 variety 
chains had a total sales of $809,758,- 
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118 in 1930. The 33 department store 
chains had aggregate sales of $665,- 
172,168. 





Canada Increases Shoe Imports 


WASHINGTON, D. C.—Canada during 
September imported 41,607 pairs of 
leather boots and shoes valued at $80,- 
959, an increase of 50 per cent over 
August (27,731 pairs) and nearly three 
times the July imports (13,673 pairs), 
according to a report issued by Arthur 
B. Butman, Chief of the Shoe and 
Leather Manufacturers Division of the 
Department of Commerce. 

Out of 16,912 pairs of shoes for men 
the United Kingdom supplied 15,487 
pairs; the United States, 884 pairs; 





COMING TRADE EVENTS 


New York—December 6, 7, 8, 9, 1932. Hotel 
Commodore. National Boot and Shoe Manu- 
facturers’ Association. Seasonal Opening. 

Chicago—January 9, 10, 11, 1933. Palmer House. 
National Shoe Retailers’ Association. Annual 
Convention. 

Toronto — January 9, 10, 1933. Royal York 
Hotel. Canadian Shoe Retailers’ Association. 
Annual Convention and Shoe Exhibition. 

Chicago—January 12, 13, 1933. Palmer House. 
National Shoe Travelers Association Annual 
Meeting. 

Boston—January 16, 17, 18, 1933. Hotel 
Statler. 11th Annual Boston Shoe Show and 
Convention. 

Baltimore—January 23, 24, 25, 1933. Hotel 
Lord Baltimore. Middle Atlantic Shoe Re- 
tailers’ Association Annual Convention. 

Fort Worth—February 6, 7, 8, 1933. Hotel 
Texas. Texas Shoe Retailers Association, 
Annual Convention. 

Indianapolis—February 6, 7, 1933. Hotel Clay- 
pool. Indiana Shoe Travelers’ Association 
Annual Meeting. 

Des Moines—February 27, 28, March 1, 1933. 
Hotel Fort Des Moines. Northwestern Shoe 
Retailers’ Regional Association Annual Con- 
vention. 

Everywhere, April 16, 1933. Easter Sunday. 
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Hong Kong, 270 pairs; and Czecho- 
slovakia, 250 pairs. 

The United States supplied 15,244: 
pairs of the women’s footwear out of the 
total 20,001 pairs and the United King- 
dom and Czechoslovakia 3,559 and 670 
pairs respectively. 


Hide Futures Up 


New YorK—Continued sizable move- 
ments of spot hides at firm prices were 
accompanied by an upward swing in 
hide futures values on the New York 
Hide Exchange towards the close of the 
week ended November 11, and losses of 
the first few days were more than offset 
by the rally on Thursday and Friday. 
At the close of the week the active posi- 
tions reflected net gains ranging from 
15 to 25 points in increased participa- 
tion. The show of strength in the 
securities market coupled with the ex- 
tensive movement of raw stocks out of 
producers hands the past few weeks 
were held largely responsible for the 
upturn in hide futures. 


World Leather Sales Up 


WASHINGTON, D. C.—Sales of leather 
in world markets was generally better 
in October than during September, ac- 
cording to reports received by the De- 
partment of Commerce from 62 foreign 
countries. 

The department said reports from 21 
of the 25 European markets on which 
it obtained information recorded im- 
provement, with demand being slower 
in only four markets. Trade was par- 
ticularly good during the first half of 
the month, but somewhat slower than 
during the last two weeks. 


Features Heel Hugger Shoes 


OtympPIA, WAsH.—Ted Bitar has 
opened a new fashion shoe shop at 421 
Capitol Way. He features Heel Hugger 
shoes and Humming Bird hosiery. 
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A LASTING ECLIPSE 


An important advance in the art of good shoemaking is made 
possible on this new type of last. 


A recess, the same depth as the thickness of the innersole, is 
cut into the bottom of the last at the shank. After the innersole 
is tacked in position, the edge of the innersole is flush with the 


edge of this recess. 

When the upper is pulled over the last it can now be brought 
“down to the wood,” to fit as tightly and as smoothly at the 
shank as it does at any other part of the last. 

The shoe made on this last fits the foot snugly without an air 
pocket under the arch. 

The close fit made possible by “Down To The Wood” lasts gives 
added style and comfort to the finished shoes. 


UNITED LAST COMPANY 


BOSTON, MASSACHUSETTS 
When writing advertisers please mention Boot and Shoe Recorder 
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Real “Direct Advertising” 


Reciprocity in business is more marked to- 
day than for a long time past. Officials and 
employees of Loevenhart & Co., Louisville, in 
paying their own bills, enclose a card, en- 
graved as follows: 

I believe in Reciprocity—DO YOU? 

If so, won’t you favor me with a portion of 

your business? 

I'll appreciate it. 

(Space for Signature of Company Attache.) 
With 
Loevenhart & Co., Inc., 


Third and Market Streets 


» TRADE DOINGS < 








To Protect Home Town Stores 


CLARKSBURG, W. VA.—To prevent 
itinerary shoe merchants and other 
types of merchandisers from operating 
on the “fly-by-night” basis, the city 
council of Clarksburg adopted an ordi- 
nance requiring all such vendors in the 
future to make a special deposit of $500 
in cash with the city clerk as a neces- 
sary prerequisite for obtaining a license 
to do business within the city limits. 
The ordinance also provides heavy fines 
for violations of regulations respecting 
street vending. 

City officials expect the new law to be 
entirely prohibitive. It is being passed, 
they say, to protect established rent- 
paying, home-employing, tax-paying 
merchants. 


Burdett Brothers Open Sales 


Office 


Boston—L. F. and E. U. Burdett, 
who withdrew from the Burdett Shoe 
Company of Lynn, Mass., are now rep- 
resenting the Hagerstown Shoe & Leg- 
ging Company in New England. They 
expect to operate from a Boston office 
and carry in addition, one or two other 
good children’s lines. They have both 
had a wealth of experience in this par- 
ticular field having gone into the Bur- 
dett Company direct from college. Their 
experience covers at least 18 years in 
children’s shoes. 


Demanding Better Shoes 


ROCHESTER, N. Y.—Bob Huffine and 
Rush Clark of Huffme & Clarke, Inc., 
manufacturers of misses and children’s 
shoes, report a big increase in con- 
sumer demand for better merchandise. 

The Huffine & Clarke factory have 
enjoyed an exceptionally fine Fall sea- 
son. Their September sales exceeded 
August sales, and October sales ex- 
ceeded September. Bob Huffine is con- 
fident that the public has been over 
sold on promotional merchandise and 
are now ready to buy quality. 





Bata Branch in England 


WASHINGTON, D. C.—The Bata Shoe 
Company, Czechoslovakia’s chief com- 
petitor with American-made shoes, will 
build at East Tilbury, Essex, the larg- 
est shoe factory in England, according 
to advices received by the Department 
of Commerce. 

The plant will cover some 600 acres, 
it is said, and will take in every branch 
of the leather trade. The factory site 
was purchased by Thomas Bata last 
March, shortly before he was killed in 
an airplane accident. 


Selling More Pairs 


AMARILLO, TEX.—Bryan Moore, head 
of the shoe department of White & 
Kirk, Inc., of Amarillo, large depart- 
ment store for women and children, re- 
ports that his sales for September of 
this year is greater in pairage than it 
was a year ago. While in former times 
White & Kirk ranged their price scale 
from $10.50 to $22.50, their shoes now 
class as $6.50 to $10.50, with $8.50 as 


leader. 


Successful Shoe Parlor 


PHILADELPHIA—About six months ago 
Joseph Goodridge opened a shoe parlor 
in the Weightman Building, 1524 Chest- 
nut Street. He has the agency and 
stock of Dr. Kahler shoes and also car- 
ries other corrective shoes. Prior to 
this he was Philadelphia manager for 
Dr. Kahler shoes for 10 years. 


Starts Manufacturing in Newark 

NeEwARK, N. J.—The National Foot- 
wear, Inc., has been incorporated to 
manufacture shoes in Newark, having 
100 shares of stock of no par value. The 
papers named Louis Fried, New York, 
Max Siegel of Newark and Abraham 
Weintraub of Brooklyn as the incor- 
porators, and the Albany Service Co. of 
New York as the agents in charge. 


To Make Cemented Shoes 


St. PauL, MINN.—Freeman-Thomp- 
son Shoe Co. has installed equipment 
for manufacture of cement process 
foot wear and for making stitch down 
slippers and shoes for children. Pro- 
duction on these various lines will start 
at an early date, according to present 
plans. 


J. E. Shearer Opens 


Pomona, CAL.—Nu Way store, fea- 
turing shoes for men, women and chil- 
dren, and ladies’ ready-to-wear, was 
formally opened on Nov. 4 and 5 at 234 
West Second Street. J. E. Shearer, 
proprietor of the store, is an experi- 
enced shoe man, having been with the 
former Casey-Boyes shoe store for a 
number of years. 

He will specialize in corrective fit- 
ting and adjustment, and will have a 
foot clinic. Dr. Scholls’ and Wizard 
foot appliances will be featured. 


Introducing a New 


Correetive Feature 
IN 


SMART FOOTWEAR 


8 5 retail 


CARRIED IN STOCK 
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Black Kid One Strap Center Buckle; 
Black Lizard Trimming; 15/8 Cuban 
Instock AAA to C. $3.15. 


P865. 
614 Last; 
Wood Heel. 


W246. Black Kid Five Eyelet Tie; 614 Last; 
14/8 Leather Heel. Instock AA to D. 83.' 00. 


oh = 


iy 
PS : 
| ee 
p. - 


YOU WALK ON A CUSHION OF AiR 


Air-Tred construction is exclusive and 
patented. Write for further informa- 
tion on the Air-Tred Franchise. 


AULT-SHACKFORD 
SHOE CO. 


AUBURN - MAINE 


Also makers of Ault-Shackford 
SILHOU-WELTS 








WHERE TO BUY 
Men’s Shoes 





g HIGHEST GRADE ONLY” 


EAST WEYMOUTH, MASS. U.S.A. 








| THE 


Cal 
ze” SHOE 
Men’s Fine Shoes 
OLD COLONY , SHOE co 


NEW YORK 
a 10 afew ‘br. 
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“Tlettleton 


Shoes Now Retail $8.50 Up. 
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CHRISTMAS BOOTH BOOSTS GIFT SALES 


Displayed on this “home-made” booth 
in the center of the women’s shoe de- 
partment, Christmas merchandise at 
the Walk-Over Shoe Store, Providence, 
R. I., sold like “hot cakes.” William R. 
Briggs, manager, reports the cost of 
the booth very small, time being the 
greatest factor. Practically the entire 
booth, as well as those featured for 
other Christmas holidays, are made out 
of materials to be found around the 
store plus some colored crepe paper. 


In these booths each year are shown 
fancy slippers, handbags, hosiery and 
neckties, all of which sell very well. The 
booth is put in early, and Mr. Briggs 
is very enthusiastic over results. He 
expects this year to have the best busi- 
ness he ever realized on gift items. 
Every woman entering the department 
is obliged to walk about the booth to get 
to chairs, and naturally sales run high. 
Salesmen use the booth as an oppor- 
tunity to “talk” gift items. 

















Manufacturers of 


MEN’S FINE 
SHOES 
Brockton, Mass. 








Richards & Brennan Co., Randolph, Mass. 














FOR WOMEN 
THE JOHN EBBERTS SHOE CO., 
Buffalo, N. Y. 


Both lines carried in stock. 


FOR MEN 
}. P. SMITH SHOE CO. 
Chicago, Il. 


Inc. 








» ABOUT PEOPLE 4 


Ira Copeland Abroad 


Detroit—Ira Copeland, president of 
the American Show Case & Mfg. Co., 
with other factories in Adrian and 
Muskegon, is now in Europe. 

It is understood that Mr. Copeland 
has been called abroad in an advisory 
capacity regarding modernized store 
equipment for the development and ex- 
pansion of a large European store or- 
ganization. 


Managers Taken in Partnership 


SALEM, OrE.—Arbuckle & King, who 
make their headquarters in Salem, Ore., 
and operate Buster Brown shoe stores 
in various Oregon cities, have taken into 
partnership two of their store managers, 
Stanley Preser and Harry Holt, the 
former will operate the store at Kla- 
math Falls and the latter at Eugene, 
Ore. 


Sammy Munoz with Sterling 


Datias, Tex.—Sammy Munoz has 
joined the staff of Sterling Shoe Store, 
1706 Elm Street, it has been announced 





by Joe Genecov, manager. Mr. Munoz 


is well known in Dallas. He has been 
in the shoe business for ten years, and 
in Dallas continuously for the last six 
years. 


Robinson Goes To 
Meyer Jonasson 


PITTSBURGH, Pa.—J. A. Robinson, 
who for 24 years was associated with 
the C. A. Verner Company, and for a 
number of years in an executive ca- 
pacity with the same firm has assumed 
the management of the shoe depart 
ment of Meyer Jonasson, this city. 


Elected President 


TACOMA, WASH.—Clifford McDonald, 
of the McDonald Shoe Company in 
Tacoma, Wash., was elected president 
of the Tacoma Chapter of Pacific 
Northwest Shoe Retailers Association, 
G. W. Leahy, vice-president and M. D. 
Crawford, secretary. 


Al Toronto Back at Vanity 


Mosite, ALA.—Al Toronto has re- 
turned to the Vanity Boot Shop here as 
manager, a position he held some time 
ago. The store is located at Dauphin 
and Conception Streets and is owned by 





Joe Toronto, of Birmingham. 
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SHOE LACES 











SELLING AGENT 


FOR RAPID SERVICE 


To give faster service on all shoe lace: 
orders we now distribute to the trade 
through our selling agents, the United 
Shoe Machinery Corporation. 


We manufacture a complete line of 
glazed, soft-finished, rayon, and mercerized 
laces, and branch offices located in every 
important shoemaking center carry repre- 


sentative stocks. 


By communicating your lace needs to 
the nearest branch office your order is 
assured immediate attention. Special atten- 


tion is given to all emergency orders. 


SHOE LACE. COMPANY 


(Successor to Joslin Manufacturing Co., Established 1865) 


LAWRENCE, MASS. 


UNITED SHOE MACHINERY CORP., BOSTON, MASS. 


When writing advertisers please mention Boot and Shoe Recorder 
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WHERE TO BUY 


Women’s Shoes 











gr 
Clana Barr 


Internationally recognized as the acme of 
utility shoes. 
A product of 








SHAFT-PIERCE SHOE CO., Faribault, Minn. 





-RARABAAL 66600064 


“The Correst Dodge for All Occasions” 
GENUINE HAND 


TURNS 


Ne. 22108 

PAT. LEA. 

SEAMLESS 
OPERA 


@ $2.85 @ 







occcccccee 4 TO 8% 


Dads Per 3h 


NEWBURYPORT, MASS. 
“ONE GOOD TURN SELLS ANOTHER” 


(969960606 06066060606606060066686 
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WHERE TO BUY 


Children’s Footwear 
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GHBASS & CO, diimnshe 





’ 


SPORTINBAK 


FLEXIBLE 
ANKLE SUPPORT 
SHOE 








Assures correct ankle posture 

& pew, rt 

and parents. 

SEND FOR SAMPLES 
IN-STOCK 

PATENT ... . WHITE 


.. . . COFFEE 

LIGHT SMOKE 
2 to 6 $1.35 6 te & $1.55 
ememememrnmoeen sis 2 sana cea 


EPHRATA SHOE CO., Inc. 
EPHRATA, PA. 
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When You Want To Sell 
Shoes Profitably 


[CONTINUED FROM PAGE 38] 


insists on having exactly the shoes his 
customers want. Remember, too, that 
the amount of whiskers growing on his 
stock at any time is a mighty accurate 
gage of the slimness of his profits (if 
any). 

And (point five is the Siamese twin 
of point four) this alert merchant has 
his most-wanted shoes at the prices his 
customers most want to pay. Another 
little point with a familiar ring to it. 
But one so familiar to most shoe retail- 
ers that they don’t remember how im- 
portant it really is. Always is. 

It’s just this important. One shoe 
retailer, who recently had 37 prices at 
work for him in his store, finally dis- 
covered (when somebody else showed 
him the figures) that he was doing 65 
per cent of his business on exactly three 
of those 37 prices. . . 

In short, a shoe merchant still stands 
to make his best money on develop- 
ments of intensive promotions of the 
things, the models, the colors, the prices 
which ke sells best and most. 

This is so true that any merchant who 
pauses to survey shoe retailing broadly 
can recognize (without a spy glass) 
that successes have been scored where 
prices have been few. And that, con- 
versely, failure has been general where 
there has been no price birth control. 

And another way the alert shoe mer- 
chant can drive this point home to him- 
self is to remember that of every 100 
shoes sold in this country, at least 10 
of them are given away—in mark- 
downs. 

But while he’s concentrating on price 
figures, this good shoe merchant who 
wants to be a success reaches point 
seven. He realizes that nobody in this 
world (outside of the supplies head) 
is buying price tickets. That cus- 
tomers are buying not prices but what 
the shoes (at the price they like to pay) 
will do for them. 

Because, while the customer does 
queer tricks sometimes, he can’t and 
won’t wear a price ticket. Any more 
than a shoe designer, a shoemaker, or 
a shoe model, can wear a price ticket. 

And (which brings us to point eight) 
this merchant knows, or makes it his 
business to know exactly where he 
makes his money. And where he loses 


_it. Which prices are profitable. And 


which aren’t. Which manufacturers are 
profitable. And which aren’t. Which 
styles. Which sizes. Which colors. 
Speaking of his manufacturer re- 
sources, (point nine) the good merchant 
who knows them works with them. 
Closely. And not with a chisel. Because 
chisels are going out of fashion. (When 
there’s nothing left to chisel, there’s not 
much use for chisels!) Chisels stand 





in the way of successful selling. Don’t 
permit that vital three-way profit so 
essential to every deal—to the man who 
makes, to the store that sells, to the 
customer who buys. 

And it usually works out that the 
fewer the resources, the more profitable 
the operations. 

All of which means (and this is point 
ten) that a good shoe merchant takes 
a mercilessly honest inventory. Of his 
goods. Of his policies. And it means 
selling shoes which are really and 
honestly worthy of his name. It doesn’t 
mean talking quality and promoting 
price. Anymore than political honesty 
means voting dry and drinking wet. 
Quality, he knows, is one thing that 
can’t be kidded. 

Finally, which brings us to the twelfth 
point of this shoe merchant story, this 
shoe man usually knows that he gets 
the business he deserves. Not as much, 
these past months, as better times 
would have yielded him. But as much 
as his efforts, his intelligence, his 
aggressive attack, his careful inventory 
and his good shoe-store keeping entitle 
him to receive. 


Pioneer Retailer Discontinuing 


Fonp pu Lac, Wis.—G. A. Egelhoff 
started in the shoe business in Fond du 
Lac in 1867, making boots and shoes to 
order. As changes came about he pro- 
gressed according to requirements with 
ready-to-wear footwear, and eventually 
his sons became associated with him. 
Additional space being added from time 
to time, using first and second floors 
and basement department, and enjoy- 
ing one of the largest retail shoe busi- 
nesses in Wisconsin. 

After having been attached to the 
business 41 years, Otto G. Egelhoff, 
present owner, decided to discontinue 
business. He and his family are going 
to Austin, Tex., leaving here about 
Jan. 1. 

Mr. Egelhoff is a member of the Wis- 
consin Shoe Retailers’ Association, a 
member of the board of directors, chair- 
man of the membership committee, and 
has been very active in the Wisconsin 
Shoe Retailers’ Association. 





Sam Bailey Starts Own Store 


MIAMA, FLA.—Sam Bailey, who for 
seven years was shoe buyer for Sewell 
Bros., has now started his own busi- 
ness at 68 East Flagler Street. His 
shop is located in the rear of the cloth- 
ing department of Cohn, Inc., and will 
be known as the Sam Bailey Boot Shop. 
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Durability ... with no excess in mass 
or weight . . . elements just as essential 
in a box toe material as in the proper 


construction of a Dirigible. 


@ Celastic Box Toes furnish these 


requirements. 


UAC 


THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION ~ 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 

















WHERE TO BUY 
Spats 
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2 Ss 
BOND STREET 
Apuats 








Styled in England — 
made in ¢ full we 





: tr et as merchandising 
— -y e packages. mmediate delivery from 
Write today for samples to a 

eran MFG. Gouran 
— ertsmouth, Ohio, U. S. A. 








WHERE TO BUY 
Ballet Slippers 








In Stock Black Kid 
Ballet Right and Left 
Last 
Ladies’ $1.20 pair 
Misses’ $1.15 pair 
Childs’ $1.10 pair 
BLOG SHOE CO., INC. 
147 Duane Street 
New York City 
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WHERE TO BUY 


Shoe Forms 


ee 


1 Farry Jorms| 
FOR SHOES AND HOSIERY 


made from white, 
transparent or colored 


FAIR YLITE 
Shee Form Co. Inc., Auburn,N.Y. 





WHERE TO BUY 


Shoe Accessories 
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NEW TENNIS SHOE DEVELOPED 








An exclusive new tennis shoe con- 
struction bearing a United States 
patent number, has been announced for 
nationwide distribution this Spring by 
the Endicott Johnson Corporation. In 
this new construction to which it holds 
the only rights, the company feels it 
has achieved a dream long hoped for 
by many manufacturers: Tennis foot- 


“wear containing a genuine leather in- 


sole, perfected by a special tanning 
process and securely stitched into the 
shoe by patented construction. The 
construction is called Standon. Un- 
der that name it has been patented and 
it will bear that name as a trade mark. 

For many years the manufacturer has 
been faced with a technical difficulty 
that seemed. insurmountable to over- 
come. How would it be possible to do 
away with the rubber insole and sub- 
stitute a real leather insole that would 
be a vital and integral part of the shoe? 
The mere putting in by ordinary means 
has been found insufficient and imprac- 
ticable. The leather insole would not 
mold itself perfectly to the rubber 
outer sole. 

During a long period of time, the 
Endicott Johnson Corporation put its 
best men to work on its best materials, 
experimenting, discarding, retaining. 
The company finally attained the mark. 
Here is a tennis shoe construction, to 
use the words of their announcement, 


“conceived, developed, perfected and 
patented” by the Endicott Johnson 
Corporation. Up to this time it has 
been impossible to find the right way 
of tanning leather for a rubber shoe 
insole, owing to the fact that it would 
not stand the heat of vulcanization. 
This process has been found. 

The method whereby a leather insole 
might be stitched into the shoe has 
heretofore baffled manufacturers. Now 
this process, too, has been developed and 
patented. This Standon patented in- 
sole is guaranteed to reduce perspira- 
tion and excess odors; to make shoes 
cooler and hold their shape better; to 
wear longer and mold readily to the 
form of the foot; and it cannot curl 
up, shift, get lumpy, because it is 
stitched into position. 

Millions of consumers will be reached, 
according to the announcement, by a 
nationwide advertising campaign in full 
color pages in the “American Weekly” 
and leading Sunday newspapers. The 
campaign to begin March 26, 1933. The 
salesmen have been instructed to aid 
dealers with window material, posters, 
and other advertising help. 

Endicott Johnson Corporation has 
announced it will be glad to send mer- 
chandising aids to dealers gratis, so 
that they may tie their own stores into 
this vigorous and spectacular cam- 


paign. 





Educational Buying Program 


A campaign to educate the retail mer- 
chant to the advantages of buying less 
frequently and somewhat farther in ad- 
vance of the actual needs of the buying 
public has been instituted by the Na- 
tional Shoe Travelers’ Association. In 
a recent letter to National Secretary 
A. Delany, Frank J. Weber, secretary 
of the Cincinnati Association of the Na- 
titonal Shoe Travelers and a past presi- 
dent of the National Association itself, 
says that he has already detected a 
change in the attitude of the merchants. 

“Some merchants,” he writes, “have 
said that their main buying will be done 
more nearly on a twice a year basis and 
that they then will size in only on those 
styles which have moved, well. They 
seem to be in accord in accepting the 
theory that the attempt to secure con- 
stant turnover eventually leaves them 
with a number of unsalable shoes on 
their shelves. If this works out, it cer- 
tainly will cut down on these multiple 
trips and the salesmen can again get 
their feet on the ground.” 





Dismisses Complaint Against 
Saks & Co. 


WASHINGTON, D. C.—Dismissal of 
the complaint charging Saks & Co. of 
New York City with unfair practices in 
advertising shoes has been ordered by 
the Federal Trade Commission on the 
basis of a stipulation filed by attorneys 





for the metropolitan department store. 
Saks stated in the stipulation that it 
is not now engaged in any advertising 
relating directly or indirectly in any 
manner to the advertising referred to 
in the complaint and has not placed any 
order for such advertising in the last 
year. The store had been cited because 
of prominent advertisements in New 
York and Chicago newspapers last year 
attacking “cemented shoes” and point- 
ing to the alleged superiority of its own 
“sewn shoes” over the “pasted” variety. 
According to the stipulation, the store 
has no present intention to publish ad- 
vertisements of this character at a fu- 
ture time and “about two months prior 
to any communication from the Federal 
Trade Commission the policy of Saks 
& Co. with respect to advertising was 
modified as a matter of business policy 
so as to exclude any further publica- 
tions of advertisements of the character 
referred to in the complaint herein.” 





Wet Weather Makes Business 
MILWAUKEE, WIS.—Sales of rubber goods 


in downtown stores have increased greatly in 
the past week, rainy fall weather being the 
main impetus. The sales so far indicate that 
children’s rubbers will not find as ready a 
market as in other years because high cuts 
are being worn more and more. Sales to 
adults from now on can be expected to show 
a seasonal increase, especially the two-pairs-to- 
a-customer type, lows and mediums. 


———————— ———————— 
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A C.LAWRENCE LEATHER Co. 


BOSTON - PEABODY: NEW YORK: CHICAGO «ST LOUIS 
CINCINNATI +: PHILADELPHIA: GLOVERSVILLE 
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LAWRENCE LEATHERS 








“MANCHESTER” 


(Trade Mark Reg. U. S. Pat. Off.) 


Curved Jaw Nipper 


WHIT CHER 


MANCHESTER 





The only Nipper, just the right shape to cut out tacks on inside 
of shoe. Curved jaw enables cutting close to insole. Made of 
high-grade tool steel, nickel plated. Specify Genuine Curved Jaw 
“Manchester” when ordering. 


PRICE $4.00 
F. W. WHITCHER CO., Boston, Mass.—Chicago, Ill. 


KENT 


AUTOMATIC 
GARAGES, NEw york 







NOW OWNED AND OPERATED 
by the 


LEY GARAGE CORPORATION 












The last word in convenience 
and safety for your car: -* 
occupies its own particular 


offers every opportunity - 
for storage ~by the hour, 
the day, the month; -- - - 
with or without service.- 


Rates /1522 monthly and 


upwards.+--*%-** * g 
Expert repairs on all makes 7) Ly 
ofcarss* ® + eee oven 

KENT C=) 


KENT COLUMBUS CIRCLE 


GRAND CENTRAL 61 ST. and COL. AVE 
44 ST.near THIRD AVE. Tel.COlumbus 5-0395 


Tel. MUrray Hill 2:0460 2 


Bea 


YOUR - CAR: NEVER.: TOUCHED -BY: HUMAN - HANDS 
































BOOT AND SHOE RECORDER 
TRADE MARK SECTION 


THE LATEST AND MOST 
COMPLETE LISTING OF 
TRADE NAMES OF THE 
SHOE, LEATHER AND ALLIED 
INDUSTRIES PUBLISHED 


PRICE $1.00 


BOOT AND SHOE RECORDER 
239 WEST 39th STREET, N. Y. C. 




















SHOE MEN 
When in New York Stop at the 


HOTEL PLYMOUTH 


49TH ST. NEAR BROADWAY 


Yow’ll like the rates—service—hospitality 


SINGLE $2.50 UP — DOUBLE $3.50 UP 


400 ROOMS 
All with bath, shower, radio, circulating ice-water 
Five minutes walk to 50 theatres. Convenient to all transportation 
lines and railroad terminals. 
MAKE RESERVATIONS NOW FOR DECEMBER 
DISPLAY WEEK IN NEW YORK 


J. J. SCHAFER, MANAGER 













(Actual size) WRITE for TEXT sa 
eed border, green leaves on white ND PRICES a 
stock—black figures A cee i 
Polly Clip Pr st m 
Ticket holders ie 367 Ww. ACHICAGO 
Ye Gross ....$2.25 aa OD with store name 











Your Store Name 


individualistic 


XMAS price TICKETS. 


Any Assortment of 
Prices Wanted 
100 tickets............00+ $2.50 


| | 200 tiekets.......nssssee. 4.25 

$ ‘ 95 —with store name in type— 

| (If special hand-drawn design 
any | 


add 75c. to initial order.) 
Without store name 


1D GORE ck dccccncncecas 1,50 
@ COMO caccccdecccccees 85 
E GOGO sede cccccscccans 25 


Check in advance must 
accompany order— 
For your Nov. and Dec. trims 
we have appropriate seasonable 
tickets in-stock. 
Samples on Request. 
XMAS WINDOW CARDS 
Sizes: 7” x 12” and 8” x14”. .- 


e 
- 
o 


1 Grose .... 400 .-° 0) without store name 
ros Bu. cccee check enclosed 


Ce eeeeeeeereeeeeeseeeeseeeseee 


CO ee eee reer ee eeeeeeeeeeeeeeeee®e 








Terre eee eee eee) 
woe eee —«_— ss RMB cece reese errreseseeneee 





When writing advertisers please mention Boot and Shoe Recorder 
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WHERE TO BUY 
Dancing Shoes and Taps 











THE LEADING TAP SHOES 
rN STOCK 


Insist on TORNS for your 
Letter TAPS 


Pateat 

or Black Kid 

Sizes: we A 43 
$1. 45 

Packed-in 

18 or 36 

pair cases 







sample-psirs 
The Norridgewock Shoe Co., Inc. 
————_=e NORRIDGEWOCK, MAINE 








TAP SLIPPERS IN STOCK 


One straps or Ties—Patent 

or Kid Leather—Sizes 2% 

to 9—B, C and D widths. 

Write for catalog. 
FREEMAN 

THOMPSON SHOE 
COMPANY 

St. Paul, Minnesota 













TAP DANCING 
THEO SLIPPER 
Stock No. 1210 
Patent Leather 
For Growing Girls 
Widths—Sizes 3-7 
Price $1.25 


BLOG SHOE CO.. ING. 


147 Duane St., New York 











8 me 8 


WHERE TO BUY 
Bowling Shoes 


ose 


BOWLING 


SHOES IN STOCK 













Style No. 224. 
Plus 10% Gov't Tax 
BROOKS SHOE MFG. CO. 
Swanson & Ritner Sts., Philadelphia 

















Entertains Diamond Stars 


BrocKkToN—Lou Gehrig of the New 
York Yankees and outstanding star of 
the recent world’s series, accompanied 
by Charlie Berry of the Chicago White 
Sox, were visitors to the factory of the 
Golden Sporting Shoe Co., last week. 
Both stars were guests of Daniel J. 
Golden while in Brockton and before 
departing selected several pairs of shoes 
for next season, having worn Golden’s 
shoes since entering the semi-pro game 
many years ago, before their entrance 
into the big league. 


Conrad Shoe Co. to Move 

BrocKTon, Mass.—Definite plans for 
the removal of the Conrad Shoe Co. 
from Brockton to North Abington, 
Mass., where it will soon occupy the 
factory formerly used by the L. A. 
Crossett Company, were announced this 
week by D. Frank Quigley, president 
of the company. 

The announcement of Mr. Quigley’s 
decision to move to North Abington 
has created much comment among man- 
ufacturers in the district and union 
officials, in view of the factory’s suc- 
cess here over a period of 13 years, 
during which time Mr. Quigley has at- 
tained a nation-wide reputation for his 
quality footwear and styles, which re- 
peatedly have set the pace in his par- 
ticular price range. 

Keenly regretting the necessary 
move, Mr. Quigley in a statement issued 
declared: “Naturally having built our 
business in Brockton and owning our 
factory, we would not consider moving 
if we could see any other way of meet- 
ing the increasing competition that has 
developed in our grade. After careful 
study we decided to meet this. It was 
necessary for us to have an up-to-date, 
well lighted straight-away factory with 
all the modern methods and we were 
fortunate in finding what we wanted in 
the Crossett factory in North Abing- 
ton.” 





> WHAT'S SELLING? 4 


Boosts Felt Slippers 


New YorK—The American Felt 
Company are furnishing the manufac- 
turers of bedroom felt slippers with a 
little folder to enclose in each box of 
felt slippers. This folder tells that felt 
slippers are practical and comfortable, 
practical and healthful and carry this 
practical suggestion, “Buy another pair 
for a gift.” 


Chicago Styles 


CHIcAco—French toe shoes are being 
featured by Mandel Brothers both in 
their advertisements and in their store 
windows. Several retailers report an 
increasing demand for the short vamp 
shoe. 

At O’Connor & Goldberg’s State 
Street store a new last for men has a 
very narrow keen toe. It is in plain 
calf. Another model said to be in ac- 
tive demand has a Mohican last with 
a@ moccasin top. 

A trench oxford walking shoe in 
grained calf has flat silk cord lacings 
which end in tassels. 














A Ton of Hosiery 


ATLANTA, GA.—What is said to be the 
largest shipment of hosiery ever made 
by air express arrived recently in At- 
lanta over the American Air-ways. It 
consisted of more than a ton of silk 
hosiery, and was consigned to more than 
1,000 dealers in the section. Part of 
the cargo remained in Atlanta, but the 
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Gives Shoes to Needy 


Baltimore, Md.—The shoe market is be- 
ing helped through the philanthropy of Ray- 
mond A. Sinskey, who last February donated 
several thousands of pairs of shoes to needy 
boys and girls of Baltimore. He will give more 
than 600 pairs of shoes in Kent, Cecil, Talbot 
and Queen Anne Counties. 





remainder was sent on by air express 
to be delivered to more than 100 com- 
munities. The shipment indicates the 
increasing use of air mail for the ship- 
ment of merchandise. 





OBITUARY 





George C. Schinzing 


HAGERSTOWN, Mp.—George C. Schin- 
zing, 23, manager of the Strand Shoe 
Shop here, was killed when a motorcycle 
he was riding crashed into a truck on 
the Lincoln Highway near York, Pa. 





Sydney C. Kayes Dies 


BrocKToN—Following a_ lingering 
illness, Sydney C. Kayes, president of 
the Montello Heel Company and well 
known throughout the industry, died 
last week. He is survived by his widow 
and two daughters. 





Charles F. York 


ROCKLAND, Mass.—Charles F. York, 
who for a number of years has been 
a member of the sales force of E, T. 
Wright & Co., Inc., died recently at 
Norman, Okla. Mr. York, who covered 
part of the Southern territory, was 
widely known in the shoe trade. 





George Brand 


CovINGTON, Ky.—George Brand, 72, 
retired shoe merchant, 3803 Park Ave., 
died Nov. 5 after a lingering illness at 
the St. Elizabeth Hospital where he had 
been a patient for some time. He for- 
merly conducted a shoe store in Latonia, 
Ky. He is survived by one son, Ralph 
T. Brand, and a daughter, Mrs. Alvin 
Booker. Funeral services were con- 
ducted at St. Mark Evangelical Church, 
Latonia, his former home. 





James O. Marceron 


WASHINGTON, D. C.—James O. Mar- 
ceron, for over 25 years a salesman in 
the children’s department of B. Rich’s 
Sons shoe store, passed away on Oct. 
20, in his seventy-second year. He was 
born in Washington on December 18, 
1860, and at one time operated a shoe 
store on 8th St. S. E. He was a very 
faithful, conscientious employee and 
worked up to his last illness. In recog- 
nition of his faithful service the store 
did not open until 10.30 a. m. after the 
interment. 
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MODERN WINDOWS ARE FELT WINDOWS 


Now YOU, TOO, can have the New Style 
SHOW WINDOWS 


that carry Forceful 
Advertising 
done in 


FELT LETTERS 


Modern stores thruout America 
are turning to the use of Felt let- 
ters and simple backgrounds in 
decorating their windows to get 
the massed _ concentration, 
screaming headlines and simplic- 
ity which drives business into 
their stores. 

Now, thru a unique plan developed by 
Boot and Shoe Recorder, your shoe 
store window, too, can have all the 
advantages of Felt display at the re- 
markably low price of only $24.00 a 
year. 





You are supplied with sufficient felt 
letters, decorative strips and a panel 
background 30x48”. Every month, 2 
drawings come to you, showing exactly 
how to make more effective telling, 
selling window displays with Felt. 
In addition, each month you are fur- 
nished four up-to-the-minute phrases, 
enabling you to change the message in 
your windows, weekly—everything you 
need is at your finger tips. Letters are 
conveniently boxed—the drawing shows you ex- 
actly how to set up the display—and the felt letters 
require no adhesives—all you need to do is to press 
the letters firmly against the background and your 
display is ready to be placed in the window. 


The Greatest Stores of America Use This System 


Until the introduction of the cutout Felt Letters the average window had no way of putting over 

a message that could be read across the street. 80% of the passersby are in automobiles, 

buses, street cars and across the street. A window display fails of its purpose unless it 

THIS is backed up with a good advertising message. The Felt Letter and Panel style of 
COUPON window dsplay enables you to introduce this message in the window in an attrac- 
tive manner and at the same time have it seen by 100% of the passing traffic. 


. 
. 
. 


BOOT & SHOE RECORDER SOLD TO ONLY ONE SHOE STORE 
MERCHANTS SERVICE DEPT. IN A COMMUNITY 


367 W. ADAMS ST., CHICAGO, ILL. 7 : BETTER WRITE FOR DETAILS AT ONCE 
Please send full details covering New Felt Letter i 


are eter nat _y BOOT & SHOE RECORDER 
' Merchants Service Dept. 
367 W. Adams St. Chicago, III. 


When writing advertisers please mention Boot and Shoe Recorder 
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WHERE TO BUY 


Men’s and Women’s 
Slippers 



















WwW. 8. CHASE & SONS, INC., 
HAVERHILL, MASS. 
in Steck Men's Full Leather Lined 
Handturned Slippers 
Priced from $1.60 
Kid Pullman Slippers 
colors and Black with 
seep Pocket sido 

pper Pocket 















© L. 8. EVANS’ SON CO., Wakefield, soo! 








Men’s Hand Turned ne 
ROMEOS _ EVERITS OPERAS 
ATHERS $1.45 AND UP 
GOLDEN BROWN KID—iN STOCK 


ROTH SHOE COMPANY 
MANUFACTURERS 
80 N. FOURTH ST. PHILADELPHIA 











To Round Up Shoemen 


MINNEAPOLIS, MINN.—Five States 
contribute to the committee appointed 
to make a drive for membership in the 
Northwestern Shoe Retailers Regional 
Association and the National Shoe Re- 
tailers Association. These committees 
are as follows: 

Minnesota—E. F. Rogers, Mankato; 
E. C. Braun, Fairmont; L. R. Hurrie, 
Minneapolis; Max Steinbauer, Winona; 
J. C. Muenzer, Fergus Falls. 

North Dakota—Eli L’Esperance, 
Grand Forks; Fred Green, Fargo; W. 
T. McHugh, Wahpeton; L. H. Rich- 
mond, Bismarck; John Glickson, Devils 
Lake. 

South Dakota—A. P. Johnson, Sioux 
Falls; E. C. Guessford, Sioux Falls; 
T. J. Kelly, Aberdeen; Harry Lampe, 
Huron; Joe Burg, Mitchell. 

Iowa—Roy Stevens, Ottumwa; Har- 
old W. Reid, Sioux City; T. Frank 
Jaques, Des Moines; E. A. Westbury, 
Iowa Falls; A. J. Mullarky, Keokuk. 

Wisconsin—E. A. Rice and L. F. 
Gautsch, J. B. Haraldson, La Crosse; 
Orlando Winter, Rib Lake; G. Kulstad, 
River Falls. 
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ASSOCIATION ACTIVITIES 








Texas Travelers Meet 


San ANTONIO, TeEx.—The second 
meeting of the San Antonio Regional 
District of the Southwestern Shoe 
Travelers Association was held at the 
Menger Hotel Saturday, November 7, 
sixteen members being present at the 
luncheon. 

The Arrangement Committee with 
John Thrall as chairman had arranged 
a very fine program with H. C. Strib- 
bling of the International Shoe Com- 
pany as main speaker. His address was 
also followed by Sid Katz, one of the 
outstanding merchants of San Antonio, 
Tom D. Collins, past president of the 
Southwestern Shoe Travelers, E. H. 
Moody, vice-president of the National 
Shoe Travelers, and others, all making 
very interesting talks. 

The main theme of Mr. Stribbling’s 
address was “Better Times Ahead and 
Plenty of Hard Work,” and he gave the 
boys some wonderful good advice along 
this line, also putting stress on living 
within their means. Mr. Katz followed 
this talk further emphasizing the points 
Mr. Stribbling had brought out in his 
address. 

The Southwestern is very enthusiastic 
over the good results we expect to de- 
rive through these regional meetings 
as they feel it will bring the members 
closer to each other socially, and will 
also be an incentive in getting other 
shoe travelers who are not now mem- 
bers to join the organization. 

“This idea was originally presented 
by our President, Ed. C. Keleher, and 
based on the three meetings up to this 
time, two in San Antonio and one in 
Dallas. We are thoroughly convinced 
that this plan is certainly worth while 
and we hope other branches of the 
National Shoe Travelers will adopt the 
same plan,” remarks W. T. Mitchell, 
secretary. 


—_——_——_- 


For Lower Hotel Rates 


Boston—Members of the National 
Shoe Travelers’ Association who are 
much on the road have been drafted for 
work in connection with the drive 
against present hotel rates. Individual 
travelers, as they register, ask whether 
any rate reduction has been put into 
effect recently or whether one is antici- 
pated. Facts gleaned in this manner 
are then reported to National Secretary 
T. A. Delany who relays them to other 
interested members of the association. 
Another job which has been undertaken 
by association members is to secure a 
reduction in the rates now charged by 
transfer companies. During the course 
of a year, the amount of money paid 
out by members in having their trunks 
taken from railroad depot to hotel and 
hotel to depot amounts to a large sum. 





Committees for Des Moines 
Convention 


MINNEAPOLIS, MINN.—Secretary H. 
S. McIntyre of the Northwestern Shoe 
Retailers Regional Association an- 
nounces the following committees named 
by President A. J. Mullarky of Keokuk, 
Iowa, for the coming convention which 


is to be held in Des Moines, Feb. 27- 


March 1. 

Publicity—H. S. McIntyre, J. E. Wm. 
Prescott and Walter Arant of Des 
Moines, 

Program—T. Frank Jaques, Des 
Moines; A. J. Mullarky, and H. S. 
McIntyre. 

Nominating—Sam Welch, Fort 
Dodge, Iowa; A. P. Johnson, Sioux 
Falls, S. D.; Eli L’Esperance, Grand 
Forks, N. D. 

Attendance—Carl Ortlund, Des 
Moines; Joe Wheeler, Fort Dodge; Con 
Quinn, Sedalia, Mo.; Leo F. McDonald, 
Milwaukee, Wis.; T. B. Toohey, Ot- 
tumwa, Iowa; F. J. Langer, Minne- 
apolis; Max S. Ellenstein, Minneapolis; 
C. F, Englin, Stillwater, Minn.; Irvin 
Hertzler, Burlington, Iowa; H. W. Reid, 
Sioux City, Iowa; Arthur Glick, Cres- 
ton, Iowa; F. E. Rogers, Mankato, 
Minn.; E. C. Guessford, Sioux Falls; J. 
B. Haraldson, La Crosse, Wis.; E. C. 
Braun, Fairmont, Minn.; Fred Green, 
Fargo, N. D. 


To Hold Short Convention 
Followed by Styles Conference 


New YorkK—The Twenty-ninth An- 
nual Convention of the National Boot 
and Shoe Manufacturers Association 
will be held in the Grand Ball Room of 
the Hotel Commodore, New York, at 2 
p. m., Monday, December 5, 1932. 

The annual convention will be lim- 
ited to the annual address of the Presi- 
dent, Roger A. Selby, the annual report 
of the Managing Director, Jay O. Ball, 
and any new business that may come 
before the meeting. It is planned to 
have this business session close at 3 p.m. 

Shoe retailers, wholesalers, manufac- 
turers, tanners, stylists and others in 
Allied Industries, are invited to attend 
the manufacturers meeting at 2 o’clock; 
and are especially urged to be present 
before 3 o’clock, when the meeting will 
be turned over to Frank A. Garside, 
chairman of the Manufacturers Style 
Conference Committee. Addresses by 
leading style authorities and a showing 
of ensembles of the mode in costumes, 
millinery, shoes and accessories will be 
shown on mannequins. 


Willard Schoff Made Manager 


BELLEFONTAINE, OH10O—The Holland 
Frock & Boot Shoppe opened its store 
in the Holland Theater Block here re- 
cently with Willard Schoff as manager. 
An exclusive line of women’s shoes will 
be carried. 
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.«On the Selling End. 


News of the Travelers and Sales Activities 





A. Schwibner and John H. Brooks 
With Craddock-Terry 


Craddock-Terry Company announces 
the following additions to their selling 
organization: A. Schwibner, 44 West 
Thirty-third Street, Bayonne, N. J., to 
represent the general line of shoes in 
New Jersey including Staten Island, 
N. Y., and the city of Philadelphia, Pa. 
Mr. Schwibner for the past four years 
has been covering the above territory 
for Abbott-Armstrong-Abbott, Inc., of 
Auburn, Me. Prior to this time he was 
connected with Duane Shoe Company, 
New York City, in the same territory. 

John H. Brooks, 1444 Windsor Road, 
West Englewood, N. J., to represent the 
general line of shoes in New York City, 
Brooklyn, Manhattan Island, Bronx and 
Long Island. Mr. Brooks formerly trav- 
eled this territory for the Hutchinson- 
Winch, Boston branch, in 1929. In 1930 
and 1931 he represented the same ter- 
ritory for the Hood Rubber Co. 

Both men are at the home office this 
week getting their line of samples and 
will be in their territory the first of the 
coming week. 


Establishing a Shoe Center 


The majority of shoe travelers who 
make their headquarters in Portland, 
Ore., for the most part are now found 
in the Sherlock Building, which is fast 
becoming known as Shoe Center. 


Roberts-Johnson & Rand headquar- | 


ters are presided over by Charles H. 
Slemons, in room 344. 

Friedman-Shelby, under the super- 
vision of Carl M. Neilson, are in room 
334. 

Endicott-Johnson Company, located 
in room 222-3, representative Al G. The- 
lin, assisted by his son, W. A. Thelin. 

George H. Buchanan, of Pacific-God- 
man Shoe Company, is located in room 
2382. 

R. R. (Rube) Seel, in room 224, is 
representative for Brockton Co-oper- 
ative Shoe Manufacturing Company. 

E. A. Hertsche, representative of 
Hagerstown Shoe & Legging Company, 
is located in room 457. 

H. D. Fulton and O. E. Roberts are in 
room 234. Mr. Fulton represents the 
Jack Young Shoe Company and Star 
Shoe Company, while Mr. Roberts will 
doubtless have a new line of shoes in 
the near future. 

Independent Footwear Service, Inc., 
are in room 341. 


Takes on New Line 


WoRCcESTER, MaAss.—Denholm & Mc- 
Kay Co., retail department store at 484 
Main Street, this city, has taken over 
the distribution of the Si-en-tiffick Shoes 





here. This is the initial appearance of 
the Si-en-tiffick Shoes in this city. The 
shoe department of the store, which is 
located on the street floor, handles 
men’s, women’s and children’s shoes. 


New Stetson Sales Manager 


Stanley Heald, vice-president and 
general manager of the Stetson Shoe 
Company, Inc. of South Weymouth, 
Mass., recently announced the appoint- 
ment of George H. Bernheisel as sales 
manager of the company, to be effective 
November 1. 

Mr. Bernheisel was formerly con- 
nected with the Stetson Shoe Company 
as salesman in the Middle Atlantic 
States, and will be remembered by 
many shoe retailers in that territory. 

In announcing this new appointment 
Mr. Heald said: “Mr. Bernheisel’s 
affiliation with the Stetson Shoe Com- 
pany means the launching of an aggres- 
sive selling campaign on Stetson shoes 
for men and women. 

“Mr. Bernheisel’s knowledge of the 
selling game in general and of Stetson 
shoes in particular makes him perfectly 
qualified for his new duties. He is now 
in active charge of the sales department 
and plans to make immediate contacts 
with Stetson retailers.” 


N. Y. C. Shoe Travelers to Meet 


The annual meeting of the New York 
Boot and Shoe Travelers Association 
will be held Friday, November 25, at 
2.30 p. m. at the association’s club 
rooms, 537 Marbridge Building, New 
York City. 

The election of the officers will be 
held at this time. Nominations have 
been made as follows: For president, 
Larry H. Sass; first vice-president, 
Warren F. Kolkebeck; second vice- 
president, Benjamin Schwartz; third 
vice-president, James A. Baker; secre- 
tary-treasurer, Charles Havranck. Four 
new members of the board of governors 
will be elected at the same time. 


Barbour Host To Executives 


The annual Fall get together of Bar- 
bour Welting Company officials and ex- 
ecutives held recently at the Marion, 
Mass., estate of Perley E. Barbour, 
president of the company, proved to be 
the most interesting of many such out- 
ings held in the past fifteen years, with 
more than 30 members of the official 
Barbour family present. Preceding 
the annual banquet, which has featured 
such gatherings, the guests played on 
the Marion and Kittansett golf courses, 
adjoining the Barbour estate. 





Joseph Kalisky Moves West 


Joseph Kalisky, who has been on the 
sales staff of Thompson Bros. Shoe Co., 
of Brockton, for twenty years, has 
moved to Los Angeles where he has es- 
tablished his home. Mr. Kalisky has 
been active in association work during 
his entire connection with the shoe in- 
dustry and is a past president of the 
National Shoe Travelers’ Association. 


W. B. Caldwell Back on Job 
W. B. Caldwell, who sells Torson 


.|| shoes in Virginia, Baltimore and Wash- 


ington, is just beginning to get out on 
the road after an automobile accident 
last July when he suffered a broken 
shoulder and has been laid up most 
of the time since. Mr. Caldwell is one 
of the best known shoe salesmen in the 
Old Dominion. 


Stewart With Crossett Co. 


John Stewart, well known in Brock- 
ton factory circles and more recently 
identified with the Milford Shoe Co., 
has become associated with the L. A. 
Crossett Co., Augusta, Me., where he 
will direct the lasting department for 
this well known New England house. 


Shoe Travelers Have Party 


The Indiana Shoe Travelers’ Associ- 
ation held their usual Halloween party 
at Wests Farm House, a chicken dinner 
resort near Noblesville, Ind., October 
29. After the dinner dancing and cards 
were the indoor sports for the evening. 
Fred A. Naegele, was chairman of the 
committee in charge of the party. 


Max Horn Joins Marmon 


Max Horn has joined the staff of the 
Marmon Shoe Co. of Boston, makers of 
women’s shoes. He was formerly with 
Clough & Horn, shoe manufacturers of 
Lynn, and, later, with other Massachu- 
setts firms. 


Norman MacDonald Better 


Norman MacDonald, who travels for 
the C. V. Watson Co., of Lowell, Mass., 
is in the Peter Bent Brigham Hospital, 
Boston, following a major operation. 
Mr. MacDonald is reported to be con- 
valescing rapidly. 


Emmett Selling “Marshalaise” 


“Bob” Emmett, who sold Watson 
shoes for years, has joined the staff of 
Marshall, Meadows & Stewart, Inc., of 
Auburn, N. Y. 


McCutcheon With Red Cross 


S. A. McCutcheon, rece tly appointed 
representative for Red Cross shoes, 
covers the key cities of the Pacific 
Northwest. 


Chicago—January 12, 13, 1933. Palmer House. 
National Shoe Travelers’ Association 
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The Finest Show Card 


6) NOVEMBER 








—the most colorful 
—best shoe selling 


Window Display Cards! 





Two 
. ; . : Sizes:— 
Did you look at your windows this morning? If you were the Re cag 
prospective customer, would they “‘sell” you? and 
8” x 14” 
Too many trims are given over to selling some manufacturer’s 
line or brand. Are yours? 
RECORDER window display cards are created each month to Pr ees teh : 
build “good-will” for you, your store, and to sell merchandise. & ss : 
They are colorful, artistic, pleasing to the eye, typical of the Yellow board; design in orange 4 


and blue; text in black. 


NOVEMBER CARDS 
Complete Texts 





seasonal atmosphere of the month, thus giving the trim a bright 
fresh appearance. To sell something, you must say some- 


thing. RECORDER cards do this for you and your store. They sent on request: 

are your first “interview” with your propective customer, tell- Hes toe ge ona 

ing him or her that you have good merchandise, at fair prices, (—— : 
with courteous service. 5 — Service, Fitting, 


Single cards—60c. each 
Recorder Display Cards will double the value of your windows, en ee Se 
. : Special Introductory Service 
and windows are said to be worth 80% of the rent! 3 cards, with 50 blank tickets 
without card oe at $1.50 . 
per mont 
Samples will be sent on request 5 ies itianetmeaiiaiiaiiaiaiiltias : 
Holders Supplied Fy 








PRICE TICKETS—Rich Assortment—Always In-Stock 
Attractive, 


Colorful 
Hand-Lettered 
Price Tickets 


In all denominations 
and blank 


D—Modernistic, 3-Way two 
tone, Purple with gold 
edge or red with black 
edge, on white. 

6 dozen, $1.25 
12 dozen, $2.00 


All other price tickets illus- an 
trated are in two or more ra 
colors. 


6 dozen, 85 
12 dozen, $1.50 


J—Adjustable clips for price 


tickets. 

\% gross, Si30 

1 gross, e 
K—Shoe Carton — 

ts -25 per 

2.25 per 1000 


ANY OTHE 
PRICK TICKETS 
IN STOCK 




















ALSO: Profit Charts Daily 
Stock Record, and Financial 
Record Systems. Ask for 
Samples. 


Check 7 = Order— 








For odd price ticket denom- 











P R ‘ : : inations not in stock and 
: é j ; ‘ Foy hand lettered, 15c per dosen 
- additional. 








FREEB—A Profit Chart, pocket size, with each order of (24 doz.) price tickets; clips or carton tickets. 
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ervice in America! 





HOLDERS— __ 
Oval base—burnished gold— 
3 color trim 


Harmonize with the finest of 
window display fixtures. 


Annual Display Card 
Service includes: 


“Store Window Bulletin,” sup- 
plies merchandising and dis- 
play suggestions each month. 
Special Cards, with wording as 
wanted. 


Exchange of Cards: Annual 

card service subscribers may exchange any cards received for others 
of the current month whose texts better cover their merchandising 
program. 


Price Tickets: Blank tickets matching the current month’s cards, supplied free; neat tickets with prices as 
wanted, but which do not match the show cards, also supplied annual card subscribers free; tickets with prices as 
wanted which match the cards are 50c per 100 additional. 


Exclusive Franchise is given with annual card service to one merchant in an average size town, suburb or city 
shopping center. 


See SOB 2GSGOeGeSGeOSGOt*Gnsaneenenerraase- 


COUPON 


BOOT AND SHOE RECORDER 
367 W. Adams St., Chicago, IIl. 


Please enter our order for the Recorder ‘Selling 


Select the 
Service You Wish— 


- Then Mail Coupon 


A 13 hand designed cards each month, each Messages” ia service — i Pa sent year. 
: : P ith diff 1 , die-cut ' consisting o cards, each month an 
“ S Service = wane — ee ae — art card holders, with the first month’s service, be- 
colorful, artistic, size 9 by 12 inches; with ginning with cards for November for which we will 
No. 1 100 blank price tickets to harmonize with pay $ _ per year, payable $ per month. 
ao : ; canliga For cash in advance full year’s service, 5% discount. 
ore $5.00 service cards each month (or with prices im- i 


(If for any unforeseen reason we wish to discontinue 
service before expiration of order, we agree to pay 
$1.00 per month additional for each month’s card 
service delivered and agree to return card holders.) 
We sell Men’s, Women’s, Children’s shoes and hosiery. 


printed, selection of prices as wanted, 50c. 
Monthly per month additional). Also 6 card holders’ 
with first month’s service. 
Service 
9 cards m2 7 cards 
100 blank price tickets $3.00 50 blank price tickets 
Monthly 2 card holders 


‘ily Checks from foreign subscribers must be drawn 
fal on United States banks, or include exchange. 


(Cross out lines not carried.) 


Printed Price Tickets:— 
$ $ $ 


Store Name 
or 
= Merchants Service Dept. 

and BOOT AND SHOE RECORDER 


* 367 W. Adams St., Chicago, Ill. 


ese S2 SS SSOSSOSOSOOSSSSeeeaoeSeSeOSSOSSGOGsaasaeanananoaanaanas 


State 








When writing advertisers please mention Boot and Shoe Recorder 





66 


Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, Nov. 19, 1932 


CLAWIFIED ann WANT AD 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 


e e . °o 











SALESMEN WANTED 


POSITION WANTED 


LINE WANTED 








Prominent St. Louis in-stock women’s 
novelty shoe house has permanent travel- 
ing positions open for the states of Arkan- 
sas, Colorado, Illinois, Indiana, lowa, 
Kansas, Michigan, Minnesota, Missouri, 
Nebraska, Ohio, Oklahoma, Oregon, South 
Dakota, Washington, Wisconsin. Appili- 
cants must have bonafide following in the 
territory desired to travel. To men with 
actual traveling experience who will work 
conscientiously and intensively, connection 
with our company offers splendid oppor- 
tunity. Give age and detailed experience. 
Address D197, care Boot & Shoe a ed 
239 West 39th Street, New York, N. 











SALESMEN: Wanted to carry our line of 
popular priced Men’s and Women’s Leather 
sole and Soft wh bedroom slippers. Address 
D-198, care Boot & Shoe _— 239 West 
39th St., New York, 





ANTED: Salesmen covering territory by 

car to carry as side line manufacturers’ 
fast selling line of in-stock children’s shoes, 
sizes two to eight. All territories. State line 
now selling and territory covered. Confidential. 
Address D-200, care Boot & Shoe Recorder, 
367 W. Adams St., Chicago, IIl. 





IF, selling best-rated accounts South-East, Mid- 
die-West, South-West, North-West and Pa- 
cific Coast, and want "popular rice in-stock 
Men’s and Boys’ Welts as straight-commission 
side-line, write Box 277, Belpre, Ohio. 





POSITION WANTED 


SHOE Manufacturers’ Salesman to Retail- 
ers and Wholesalers throughout the United 
States, particularly the Eastern States, desires 
— wear some manufacturing concern as 
lesman. man with broad experience and 
ve care mag who has for years successfully 
sold shoes; one ‘with credentials and references 
-, ” inte; anery on and ability that are unquestion- 
ress A. A. Hazelton, 10 Lancaster 
Telephone: Porter 5144. 





wns mo ad Mass. 





FACTORY REPRESENTATION WANTED. 

Well-known traveling salesman who has wide 
following with the retail shoe trade throughout 
the Middle West is desirous of securing repre- 
sentation of a small or medium size factory 
that wishes its output sold to first-class accounts. 
Can produce real results with the right line. 
Best of references furnished. For further par- 
ticulars, address D-201, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. ¥. 


RE you interested in a buyer who is also a 

merchandiser? Give me the space, and sales 
force and I will give you five years’ styling, 
buying: women’s, children’s, infants’, boys’ 
and girls’ shoes. My e ——- has equipped 
me to operate a shoe department profitably. 
Shall be glad to substantiate my claims by a 
personal interview. Address D-199. care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. ¥. 


MANAGER: Thoroughly experienced manager 
for store or group of stores. Splendid 





orthopedic training. Can train your sales force, 
Write your orthopedic copy and build your 
business. 
Recorder, 
je A 


care Boot & Shoe 


Address D-195, 
Street, New York, 


239 West 39th 





UYER-MANAGER: — Experienced Buyer- 

Manager open. Seasoned executive—Build- 
ing Sales Organization—Control experience and 
can create volume. Know market thoroughly. 
Department store or specialty shop. Address 
D-194, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





OSITION WANTED: As Buyer or Man- 

ager. Retail store or shoe difartment. Age 
33; married. Available Nov. ‘Will go any- 
where. Twelve years’ successful experience of 
proven ability in Retail and Mail order in all 
grades of shoes. Can merchandise to show 
profit. Familiar with modern merchandising 
methods, budgets and control; familiar with 
markets where merchandise can be purchased 
to get best results. References furnished on 
request. Address D-193, care Boot & Shoe 
Recorder, 367 West Adams St., Chicago, IIl. 





LINE WANTED 


YOUNG man, age 34 years, proprietor of 
shoe store, would like to connect with pro- 
gressive manufacturer or wholesaler for New 
England. References furnished. Address 
D-196, care Boot & Shoe Recorder, 239 West 
39th Street, New York, . 


WANTED FOR PACIFIC COAST, short, 
specialized lines, selling Jobbers, Chains, 
Department Stores, by Al salesman; highest 
references; eight yyere gg tl by Snr last con- 
nection. Want cKay fords, and 
fast novelties, retail $1. os PoWelt Sports, _ 
fast Compo or Littleway novelties, retail $2.9 
also sandals, slippers, and dollar retailers. Seid 
$211,000 fiscal 1932; $210,000, 1931. Begin 
late November selling Spring orders. — 
action, best propositions. Address D-192, 

Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 








ing. 
corder, 239 West 39th Street, 


ANTED: Line of Men’s 
Welts for Pacific Coast. 
Address D-191, care- Boot & Shoe Re- 


New York, N.Y. 





HOTELS 











When You Go To 

Yy or 
“gt 

600smrus: Ae is 

BATHS sa xt 


: mat 
AROOM and Hert 
A BATH 


For TWO and desea 
950 "wire ear 1490. BATH 


@wT = 4. 


PENNSYILVANI IA. 


th_AND CHESTNUT STS 





WANTED TO PURCHASE 








We will pay the best price for 
your surplus or entire stocks of shoes, 
general merchandise or department 
stores. Leases assumed. 
one - Write - Call 
All matters strictly confidential. 
I. SIMON CO. 


101 Reade St., New York City 
Phone Worth 2-5922 Est. 1880 








} 
, 





HIGHEST CASH PRICES 
PAID 
ac fe St See 
Est. 1890 


MAX GLAUBERG 
327 Church St. New — City 
bone: Canal 6-263: 











Cheap Dress 
Have good follow- 











Minimum 75 cents. 


$1.25. When a box number is desired twelve words should be added for the address. 
word of the address should be counted. 

The rate for all displayed classified advertisements is $5.00 an inch with a maximum of.45 words. 
Classified advertising is payable in advance. 
t# Advertisements for this page must be in our New York office on Friday of the week preceding publication & 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all seers advertisements. 
For all other classified advertisements the rate is 7 cents per word. 


Minimum — 
In all other cases 
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WANTED TO PURCHASE 


HOTELS 


HOTELS 








We will buy from manufacturers, 
jobbers, and retailers, entire or 
surplus stocks of shoes. Our outlet 
enables us to handle large and 
small quantities. 


KIRSCH-BLACHER CO., INC. 
590 Broadway New York 
Phone CAnal 6-4298 and 4299, 














MERCHANTS’ NEEDS 








Modernistic XMAS 
TICKETS and CARDS 


will add color and attrac- 
- tiveness to your Holiday 
trim. 


Actual Size—Die Cut. Red and 
Green Design, Black Figures, 
White Back Ground. 


6 Dozen at $1.05 
12 Dozen at $1.85 
24 Dozen at $3.25 


A Profit Chart FREE with 24 
Dozen Order 
(Samples on Request) 


XMAS DISPLAY CARDS 


Sizes 7” x 12” and 8” x 14” 
Contact Shoppers with Snappy 
Sales Messages on Artistic Cards. 


WRITE for Texts and Prices 
Check With Order, Please 


Merchants Service Dept. 

BOOT and SHOE RECORDER 
367 West Adams Street 
Chicago Illinois 











“Meline’s” Opens Soon 


Des Moines, IowA—Meline’s is the 
name of a new shoe store that is to open 
here the first of December in the Shops 
Building. 





EW YVORK'S BIGGEST VALUE 


e 5 ROOM 41a BATH e 


ao Zz Rohner 


quiet and cool. 





otel 





A modern, new hotel located in heart’ 
of New York, 100 feet West of Broadway yet 
Each room has bath, circulating 
ice water, electric fan, beauty rest mattresses, 
exceptional furnishings and atmosphere. 


227 WEST 45%#ST. NEWYORK |] 


iccadillp 














What Makes a Ticket Cost 
$15.00 at Banquets? 


New YorkK—The Twenty-ninth An- 
nual Dinner of the National Boot and 
Shoe Manufacturers Association will be 
held Thursday evening, December 8, 
1932, at the Hotel Commodore. 

As has been the custom of the asso- 
ciation for many years, after its mem- 
bers have had an opportunity to reserve 
tables, others in the industry who may 
wish to make reservations, are invited. 
In extending this invitation, Miss Ruth 
S. Freeman, secretary of the associa- 
tion, has written the following letter 
to the trade: 

“Our own members are familiar with 
the arrangements; but it is possible 
that there are some outside our associ- 
ation who may wish to attend, and do 
not understand how the cost of $15 per 
ticket is determined. 

“For years we have budgeted the ex- 
pense of the banquet on an estimated 
basis of an attendance of approximate- 
ly nine hundred. We appropriate $4,500, 
or $5 per ticket, for the dinner, deco- 
rations, etc., and $4,500, or $5 per ticket 
is set aside for the entertainment. We 
also appropriate $4,500, or $5 per plate 
for printing, postage, programs, and 
convention expenses, including speak- 
ers; all of which totals $15 per ticket. 
This year, the third expense item will 
probably be more than usual, because of 
the Style Cénference combined with 
our Annual Meeting, on the afternoon 
of Monday, December 5, 1932, to which 
all in the industry are invited. 

“The estimates have come out fairly 
close over the years. Some years, the 
association has been ahead; and in 
other years, the banquet has shown a 
loss to the extent of six to seven hun- 
dred dollars. In extending an invitation 
to the trade to attend, we wish you to 
know what is included; and that no 
officers, directors. or members of the 





association, except when invited to sit 
at the speakers’ table, are given com- 
plimentary tickets.” 


Bostonese Bits 


Boston—Walk-Over stores feature 
trench oxfords for collegiates—uppers 
of grayish shaggy suede, first sole of 
leather, tap of rubber, heavy and cor- 
rugated, and heel of leather with a rim 
of white metal all the way around the 
edge of the top lift. 

“Hike & Stroll” styles are presented 
by Wright & Ditson, these being walk- 
ing boots, or shoes, for those Bostonians 
who spend a part of their leisure in the 
great out of doors, a pastime, by the 
way, that’s encouraged by the public 
prints, with aid and support from 
“Tom” Anderson, secretary of the New 
England Shoe and Leather Association. 

Jordan’s “rode ’em” with rodeo boots, 
genuine cowboy styles, high heels, tall 
legs, some fancy stitched most elabo- 
rately, and some inlaid with leather 
and semi-precious stones. Justin, of 
Fort Worth, produces such elaborate 
riding footwear. The rodeo is on in 
Boston. A saddle, of tooled leather, 
worth $5,000, adds to the wealth of the 
display- 

Slattery shows edges, also Hanan 
Coward and others, these edges being 
on women’s welts for street wear—and 
the edges are stitched as well as 
wheeled. 

Bass of Maine has moccasins in the 
New England Council booth at North 
Station, street style, golf, hunting, and 
others, all made by the Indian method 
of bottoming. 


A. M. Brenner Starts Again 


ELyRIA, OHIO—A. M. Brenner, who 
formerly operated a retail shoe store 
here, has opened a store at 571 Broad 
Street. George Fuhrman will be his 
assistant. 
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Ault-Shackford Shoe Co., Auburn, Me...... 53 


Bass, G. H., & Co., Wilton, Me............ 56 
Blog Shoe Co., Inc., New York City..... 58, 60 


Bob Smart Shoe Co., Milwaukee, Wis., 
3rd Cover 


Brooks Shoe Mfg. Co., Philadelphia, Pa.... 60 


Brown Shoe Co., St. Louis, Mo.......... 36-37 
“Brauer Bros. Shoe Co., St. Louis, Mo....... 45 
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Richards & Brennan Co., Randolph, Mass.. 54 
Roberts, Johnson & Rand, St. Louis, Mo. 40-41 
Robinson-Bynon Shoe Co., Auburn, N. Y... 33 
Roth Shoe Co., Philadelphia, Pa........... 62 
Shaft-Pierce Shoe Co., Faribault, Minn.... 56 
Smith, J. P., Shoe Co., Inc., Chicago, Ill... 54 
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LEATHER AND OTHER MATERIALS 


Allied Kid aS Pye 39 


Ceo., Boston, 
Colonial Tanning Co., Boston, Mass........ 2 
Evans, John R., & Co., Camden, N. J... .30-31 
Goodyear Tire & Rubber Co., Akron, Ohio. .6-7 


Hubschman, E., & Sons, Philadelphia, Pa.. 43 


Kistler Leather Co., Boston, Mass.......... 25 
Lawrence, A. C., Leather Co., Peabody, 
OE, sevanncocneveeses sass sseusw satan 59 
MACHINERY, LASTS, MFRS.’ SUPPLIES, 
DRESSINGS, ETC. 
Mears, Fred W., Heel Co.......... Front Cover 
Spaulding Fibre Co., North Rochester, 
Dicte 14400 sieved daws be weesine seu Back Cover 
United Last Co., Brockton, Mass........... 52 
United Shoe Machinery Corp., Boston, 
PODS) <5 5.0k AERA e edd CANE weaee 4, 49, 57 
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Security Shoe Findings Mfg. Co., Chicago, 
Dk) evececviwensdbensscensiderdeanseeaes 58 
Shoe Lace Co., Lawrence, Mas3............ 55 
Scholl Mfg. Co., Chicago, Ill............... 50 
Williams Mfg. Co., Portsmouth, Ohio...... 58 
SHOE STORE EQUIPMENT 
Shoe Form Co., Auburn, N. Y............. 58 


Whitcher, Frank W., Co., Boston, Mass.... 59 


MISCELLANEOUS 
Glauberg, Max, New York City............ 66 
Hotel Edison, New York City.............. 47 
Hotel Montclair, New York City Dy atadeave 46 
Hotel Piccadilly, New York City........... 67 
Hotel Plymouth, New York City.......... 59 
Hotel Pennsylvania, Philadelphia, Pa...... 66 


Kent Automatic Garages, New York City.. 59 
Kirsch-Blacher Co., Inc., New York City... 67 


National Shoe Retailers Association, Chi- 
cago, Ill. 


Simon, I., Co., New York City...,......... 66 








Formal Footwear Windows 
[CONTINUED FROM PAGE 26] 


ence of hundreds of stores throughout 
the country demonstrates that they can 
be merchandised profitably and in a 
volume that will add considerably to 
the store’s income. Experience of these 
stores has also shown another thing 
quite conclusively, namely that acces- 
sories cannot be sold in volume in the 
shoe store merely by displaying them 
or advertising them. The displays must 
be reinforced by the direct appeal of 
suggestive selling on the part of the 
sales force. 

When a store has made a particularly 
good showing on accessories, it will be 
found almost invariably that its sales 
people are well trained along this line. 
Great care must be exercised, of course, 
to avoid antagonizing the customer 
through high pressure methods, which 
are neither necessary nor helpful. One 
store manager told the writer that he 
follows the method of having each one 
of his salesmen concentrate on a cer- 
tain item each hour of the day, during 
which he suggests that item and noth- 
ing else. While one man is suggesting 
buckles, another man is suggesting 
handbags, and at the end of the hour 
every man switches to another item. 
Thus all of the accessory items sold in 
the store are being brought to the atten- 
tion of the customer at all times, but no 
customer is being importuned to buy a 
whole list of items. Each customer, 
however, is brought by the salesman 
to the hosiery counter to receive her 
package and change, so that the hosiery 
saleswoman is afforded an opportunity 
to show her the proper color in stock- 
ings to go with the shoes she has just 
purchased. 

While the foregoing observations rel- 
ative to evening footwear displays have 
reference primarily to the women’s 
branch of the business, a good window 
devoted to men’s formal footwear is 
equally appropriate in November. The 
men’s stores are featuring Tuxedos and 
full dress suits at this time, and the 
young fellows, home from school and 
college for Thanksgiving holidays, are 
in the market for a pair of dancing 
pumps or black oxfords for informal 
evening wear. This business can be 
developed through proper promotion 
and it helps to provide the needed extra 
pairage in the men’s department. 
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1933 fa 
\ | 


\. | rs 


CYNTHIA 


In the 1933 Spring line, Vitality again goes to the fore-front. This new 
Vitality line offers an unusual combination of sales features—authen- 
tic up-to-the-minute styling, the unique advantage of the “Vitality 
principle” of health construction and the well known high standard 
of Vitality quality at popular prices. 


As plus values to dealers Vitality offers— 
1 Volume sellers with attractive mark-ups—real 
profit builders. 
2 Comprehensive, rapid In-Stock Service unsurpassed 
in the industry. 
3 Behind the ptnteeh the vast resources and stability 
of the world’s largest shoe manufacturer. 


Aggressive national advertising reaching one out of 
every four homes in America. 


Vitality salesmen are now in their territories. A word to us and a rep- 
resentative will be delighted to show you this attractive Spring line 
and what Vitality Health Shoes can do for you in terms of profits. 


VITALITY SHOE COMPANY -; ST. LOUIS, MO. 


Branch of International Shoe Co. 


Our efficient In-Stock Service assures rapid turn-over 


TO RETAIL AT 


<2. 


EXTREME 


fF I TA LITY 
ealth shoes 


WOMEN’S MEN’S CHILDREN’S BOYS’ 


AAAA to EEE AAA to G :/ i «© Widths and sizes Ato E 
Sizes 2to 11 $5 Sizes 5 to 14 $5 \ Health Shoe Ji for all ages Sizes 1 to6 


Extreme Styles $6 A Few Styles $6 <= $2 to $4 $4 
Nationally Vitality Thrift Grade Shoes For Men and Women . . $4.00 
Advertised in 


VOGUE » LADIES HOME JOURNAL » McCALLS » GOOD HOUSEKEEPING * PHOTOPLAY 


Vol. 102, No. 12 Published every week by the Boot & Shoe Recorder Publishing Company, Division of United Business Publishers, Inc,, 239 W. 39th St., New York, N. Y. 
Entered as second class matter Sept. 10, 1925, at the Post Office at New York, N. Y., under the act of March 3, 1879. Subscription price, $3.00 per year. Printed in U. 9. A. 














D: Pa clean white cloth 
in suds of IVORY Soap 
or Flakes. 


W ring the cloth, and lben 
rub lightly over the sur- 
face of the leather. 


To revive the lustre, polish 
with any good, white kid 
liquid dressing,* after 
the cleaned shoe is thor- 


oughly dry. 
SS 


*Ask the shoe salesman 


By following these 


simple directions, 
you will prolong the 
beauty of your shoes 
and derive greater 
satisfaction witheach 


wearing of them. 











Be sure to get value in your white kid shoes. 


Value based upon the trustworthiness of 


price, product and seller. 


This dependability of product distinguishes 
WHITE LEVOR GRAIN GOAT from all other 
tannages. ““THE WHITEST WHITES” are 


produced in specialized volume and priced 


accordingly. It is leather used season after 
season by the same people, and also being 
bought now by some who tried “bargain” 


stock last year. 


These are the inside pages of the 
cleaning instruction leaflet which 
LEVOR furnishes free to manu- 
facturers using “The Whitest 
Whites.” 


When buying your white kid shoes, 
ask for these leaflets, which will 
help you in your selling and will 
promote your customer’s satisfac- 
tion. 


ORD 
SAAS Sots 
SIC RONSON 
SOOO MOSS 
SROCROXS 





the trade know about White Kid Shoes: 


They will prove the most dependable, safest source of 1933 profits. 
e Fashion authenticates their vogue during 1933 even greater than in 1932. 


e They are classic and versatile . . . suitable with any frock and for every occasion 


during an ever-lengthening season. 


Nature has made white kidskin the coolest of all shoe leathers. While much 
lighter in weight and easiest-to-wear, white kid is a firm, serviceable leather. 


THE WHITEST WHITE kid is tanned by G. LEVOR & CO., Inc. 


LEVOR WHITE genuine KID is easily kept immaculate by simple soap and water 
cleansing. Every manufacturer who uses ““THE WHITEST WHITES” knows 
this leather is not only the whitest but remains pure white after washing. Test it 


out yourself ... in comparison with other white leathers. 
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WHITE LEVOR GRAIN GOAT (Genuine White Kid) 
LEVOR WHITE SUEDE (Genuine Kid) 


WHITE LEVOR GRAIN KID (Genuine Gabretta) 
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ANNOUNCING 


a NEW line of 
JUVENILE SHOES 


with a famous name 











Exclusive right to manufacture 
and distribute juvenile shoes made 
by the patented Arch Preserver 
processes has been granted to The 
Green Shoe Mfg. Company by the 
Selby Shoe Company, makers of 
women’s Arch Preservers. 


High standards of craftsmanship and 
materials, as well as exclusive and cor- 
rect comfort construction, have earned 
a world-wide reputation and market 
for Arch Preserver Shoes. The same 
high standards of value and com- 
fort will be maintained in 
JUNIOR Arch Preservers. 

JUNIOR Arch Preserver 
Shoes will be carried in stock 
in a variety of patterns and 
materials for infants, chil- 
dren, misses and growing 


girls. The precise methods which in- 
sure the well known accuracy and 
promptness of Green in-stock service 
will be applied to this new line. 


To insure the stability and profit of 
every JUNIOR Arch Preserver retail- 
er, the protected dealer plan will be 
used in distributing JUNIOR Arch 
Preservers. 


We will be glad to answer fully 
all inquiries concerning JUNIOR 
Arch Preserver Shoes and the pro- 
tected dealer plan — and urge every 
interested retailer to see the 
new Spring line at the Hotel 
Commodore, Room 1403, dur- 
ing the Seasonal Opening— 
December 6 to 9. Our regu- 
lar line of fine juvenile welts 
will also be displayed. 





THE GREEN SHOE MFG. COMPANY, BOSTON 


JUNIOR 








ARCH PRESERVER 








SHOE 








GROWING GIRLS retailing at $6.00 and $6.50 
* $4.50 and $5.00 


MISSES .... “* 
CHILDREN. . . e 
INFANTS ... “* 


“é 
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The year the business No longer was it ex- Another year of in- 
started, 33 manufac- perimental. 90 ma- creasing appreciation 
turers “experimented” chines were installed finds 83 manufacturers 
with 48 machines. in 53 tactories. using 160 machines. 
e In the manufacture of 

cemented shoes the highest success 

has been attained by those makers 

who rely upon the equipment, 

cement and technical service of the 


Compo Shoe Machinery Corporation. 
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Compo’s dependable Conservative estimates 

goodness is proved in indicate a production 

125 factories using of 50 million pairs of 
166 machines. Compo shoes. 


OMP() 


The record shows how good they are. 
And every year proves the great factor of 


safety and security in genuine Compo 
shoes, made with Compo equipment— 
bonded with Compo cement. 


ie COMPO SHOE MACHINERY CORPORATION - New York - Boston - St. or wails 
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Convention Visitors | 


are cordially invited to our exhibits at the 










Hotel Commodore 


Rooms 825, 829, 831 
New York City 









Many newly designed and beautiful shoes will be 
found in our display, embodying every modern 
method of construction. 













We are also loaning to the Manufacturers Associ- 
ation the educational exhibit which shows in con- 
siderable detail the various steps in the production 
of all the different types of shoes, together with a 
large collection of footwear from all parts of the 
world and all periods. 
















(Large Parlor — Mezzanine Floor) 


December 6, 7, 8, 9 
1932 







United Shoe Machinery Corporation 
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“ARNOLD awthonticn 


You are invited to come in and see this first showing 
of Arnold Authentics and Arnold Glove Grip Shoes 
at the National Seasonal Opening, December 6, 7, 8, 9. 
The Arnold Authentics line, featuring golf and sport 
shoes for both men and women, has been consider- 
ably increased i in styles as well as numbers for 1933. 
M,N. ARNOLD SHOE COMPANY, SOUTH WEYMOUTH, MASS. 2 


ARNOLD yore =p SHOES 
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AND SY LHOUWELT srvxues 


A line of smart special feature welts and silhouwelts combining the 
superior comfort of the patented Air-Tred construction (walking 
on air principle) and the airy smartness of fine shoemaking. 
Air-Treds, with their triple appeal of foot-ease, satisfying style, 
and durability, are building business for hundreds of retailers. 


Backed by a reliable stock service embracing all needed 
widths and sizes, Air-Treds should be investigated by every 
retailer desiring the sound stability of a full-value, 
Special Feature line to build repeat business. 


YOU WALK ON A CUSHION OF AIR 
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0), display at 


THE HOTEL COMMODORE 
NEW YORK CITY 
December 6 to 9 


* 
Complete lines of Turn and Welt comfort and 
style footwear will be shown by Ault-Williamson 
and Ault-Shackford at the Manufacturers 
National Seasonal Display Week. 


These lines cover every requirement of every 


retailer in the three to five dollar market for 


shoes with comfort principles and style appeal. 


Popularly priced with a generous mark-up for 
you, these shoes carry with them valuable fran- 


chises for exclusive sales in your community. 


Do not fail to investigate 
them at New York—or write 


us for complete details. 
* 
AULT-WILLIAMSON 


SHOE COMPANY 
* 
AULT-SHACKFORD 


SHOE COMPANY 
AUBURN ...... MAINE 


The following 
COMPLETE LINES 
OF 
AULT-WILLIAMSON 
and 
AULT-SHACKFORD 
TURN and WELT 
shoes 


WILL BE DISPLAYED 


at 
HOTEL COMMODORE 
New York 
December 6 to 9 


e 
AIR-TRED 


Special patented feature Welts 
and Silhouwelts to retail at $5. 
Exclusive Agencies Now Avail- 
able. Many styles in stock. 


SILHOUWELTS 


Light, Airy and Stylish. Modern 
style is the keynote of our new 
Silhouwelts. Retail at $4 and 
$5. In stock. 


ANN ELISE WELTS 


Dependable arch supporting 
Welt footwear retailing at $4 
and $5. In stock for at once 
service to you. 


SALLY SWEET 
SUSPENSION ARCH 
WELTS 


Smart, staple Arch supporting 
Welt Shoes at the Popular retail 
prices of $4 and $5. In stock. 


CONSTANT 
COMFORT 


America’s Best Known Comfort 
Turn Shoes. Staple and De- 
pendable. Always in stock at 
your service. Retail at $3 and 


YE OLDE TYME 
COMFORT 


A famous name in comfort foot- 
wear. The acme of comfort in 
Turn Shoes to retail at $3 and 


STYLITE 


Genuine Hand Turn Dress Shoes 
at popular retail price of $5. 
Also made with the corrective 
arch. In stock. 


SALLY SWEET 
DRESS TUBNS 


Stylish Turn Shoes to retail at 
$5. Catalogs of all lines sent 
on request. Write for further 
information or salesman’s call. 
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a oe * k The Delight . . _ a tailored tie in black or brown kid and 
lizard trim ... made with the Feeture Arch .:. that assured comfort principle available 
ONLY in Florsheim Shoes. It is one of the many exclusive designs carried IN STOCK 


and featured by Florsheim dealers. “Write for 


a catalogue showing a complete assortment ‘ 50 Zo $ | () 


of timely stock styles. Priced to retail at 


THE FLORSHEIM SHOE COMPANY... Manufacturers .. . Chicage 
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